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How ripe is your time? 
When is the best time to approach a prospect? 
Punch-time! Punch shows him your advertisement 


when he is in a gotd moods when Se has time 


to read anc remember. You coulgn = Oily @ fiper time. 
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Hornimans and 
the basket 


offer 


Sir,—It would appear that 
Copytaster’s criticism (September 
28) of the Horniman’s gift offer 
was written without any know- 
ledge of the facts, and we feel it 
is our duty to enlighten him. 

The Horniman’s baskets which 
were of really first-class quality. 
being injection moulded in one 
piece, were manufactured in 
Milan and imported into this 
country. They were on sale in 
Italy and other Continenta! 
countries but were exclusive to 
Hornimans in the British Isles. 
They were never on sale in British 
shops and could only be obtained 
through the gift offer. The selling 
price on the Continent averaged 
10s. 6d.; hence the phrase “ Usua! 
Price 10s. 6d.” 

Some of the later deliveries 
were found to be sub-standard 
and were rejected by Hornimans 
After the premium offer had 
ceased these were placed on retail 
sale at a reduced price. 

Finally the headline appearing 
in Copytaster’s article is far from 
right. Not only did the gift 
scheme not “backfire,” but it was 
in fact a great success. 

DRUMMOND ARMSTRONG 
Director. 
Colman, Prentis & Varley Ltd.. 
London, W.1. 


Retail trade 
upset 


Sir,—It was right of Copy- 
taster to criticise the Horniman 
gift offer of an “exclusive Italian 
basket” for 5s. 9d.—usual value 
10s. 6¢. 


This most striking advertise- 
ment caused something of a stir 
in the retail store trade, but not 
only for the reasons stated in 
your article. 


“Most of the advertismg balloons you te 
secare/ Ariel (Advertising Balloons Psd echt 


To The Editor .. 


It is true that the advertise- 
ment said that the basket was not 
available in the shops when, in 
fact, numerous stores throughout 
the country were selling what 
appeared to be the same article. 
Also I agree with Copytaster in 
questioning the claim that the 
“usual value” was 10s. 6d. 

However, the point I must 
make concerns the price at 
which the basket was being sold 
in the shops. Although I do not 
doubt the statement that the 
basket was bought for about 7s., 
the price in our store was 
Ss. 1ld., and this applied also to 
many other stores in different 
parts of the country, including 
the West End. At the price we 
paid for the article, this selling 
price of Ss. 11d. showed us our 
usual margin of profit. 

In view of this, the harm to 
advertising which your article 
infers was even greater, because 
by the time the customer paid 
duty on postal order, then post- 
age, she was paying more than 
the 5s. 11d. asked for by most 


THIS WEEK 
Photograph of the Month 
page 30 


NEXT WEEK 
ABC Silver Jubilee Supplement 


shops. Needless to say, by going 
to the shops she would have the 
extra advantage of examining the 
article before purchase. 

I should add that I believe that 
the basket offered by Hornimans 
was not identical with the retail 
one. It was very similar, and a 
close inspection was necessary to 
detect any difference at all. The 
public, however, would have 
taken it for the same article. 

A. C. ALEXANDER, 
Director 
Boardmans (Stratford) Ltd 
I ondon, E.15. 


Strange child 


Sirn,—The half-page for the 
Rank Organisation in the Daily 
Mail of September 20 was attrac- 
tive and compelling. It had a 
story to tell, and I read it with 
interest. 

When, however, I came to the 
statement, “Good films are born 
of the marriage of all these 
talents” (about half a dozen), I 
boggled. Surely, even in poly- 
gamous marriage, offspring can- 
not be born of more than two! 

C. FEIRON 
Alwyne Road. 
London, N.1. 


One up to 
America 


Sir,—Pat Dolan’s suggestion of 
a council] to handle advertising 
schemes in the national interest 
(Stop Press, September 28) de 
serves serious consideration. 

The idea is no pipe-dream, for 


such a body—the Advertising 
Council—has been at work for 
some years in the US. It has 


been backed wholeheartedly both 
by the nation’s advertisers (who 
put up most of the money) and 
by the agencies (who supply the 
necessary service). 

I was amazed to see from the 


Council’s latest report that it 
administers about 20 “public 
service projects,” mostly with 


appropriations over the million- 
dollar-a-year mark. Causes aided 


in this way range from road 
safety and fire prevention to 
church attendance and recruit- 


ment of nurses. 

Media owners donate some of 
the space and radio/TV time; 
other space is given by advertisers 
in return for a sponsor’s by-line 

How about it, British advertis 
ing”? 

PHILIP BARRON, 
PRO. 
Advertising Christian Group. 
London, E.C.4. 


TV _ sells—with 
support 


Sir,—It is interesting to read 
that the sales director of Asso- 
ciated TeleVision Ltd. is saying 
now what display producers were 
saying a year ago. 

Pat Henry (September 21) says 
of the advertisers: “I would say 
that all too few of them seem to 
be aware of the importance of 
tying up their television com- 
mercials with an overall mer- 
chandising plan to dealers and 
consumers.” A year ago my 
company and others reminded 
advertisers that the new medium 
could not stand on its own. 

Advertising at the point-of-sale 
is essential to the successful con 
clusion of a television campaign. 
In these days it is not uncommon 
to hear people discussing tele- 
vision advertisements in public, 
but only too few of them are re- 
minded again of these advertise- 
ments at the point-of-sale. 

Even where point-of-sale adver- 
tising is used it is only too rarely 
produced in a form which is im- 


OCTOBER 5. 


1956 


mediately recognisable as part of 
the campaign for the same pro 
duct as the television ad. 

Perhaps it is not too late, even 
now, to hope that in future we 
shall see complete advertising 
campaigns with each part de- 
signed to support the other. There 
is no doubt that those companies 
which have linked their television 
and point-of-sale advertising have 
benefited considerably by it. 

C. R. FLoGpett 

Trapinex Ltd. 


250 years old 


Sir,—We appreciate your refer 
ence (Mainly Personal, Septem- 
ber 21) to Victor Crosse, but you 
did less than justice to the 
antiquity of the firm when you 
credit it with a mere 196 years of 
age. 

The firm now known as Crosse 
and Blackwell Ltd. was founded 
in 1706, in the reign of Queen 
Anne. This monarch, as we al! 
know, is dead, but the house of 
Crosse and Blackwell is, of 
course, very much alive, and to 
demonstrate its liveliness it is 
about to celebrate its 250th birth 
day with a “culinary adventure” 
at which guests will be offered 
viands such as swan, sturgeon and 
boar’s head in the manner of 250 
years ago. 

COLIN WINTLE 
Hart, Lidbury & Associates Ltd.. 
London, S.W.1. 


Complications 


Sir,—Having pored over the 
complicated details of the new 
price lists issued by the Federa 
tion of Master Process En- 
gravers I feel as if I had been run 
over by a car. 

Presently, perhaps, it will all 
come so easy, but I am in need 
of an interpreter. 

L. CLARKE 
Gt. Marlborough St.. 
Manchester. 


“They 


4 


© Ask for samples 
and prices 


LEWIS KNIGHT 

& COMPANY 

8 Chingford Mount Rd., 
e London, E4 

e LARkswood 2241/2 
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YOU’RE 
MISSING 
MUCH 


IF YOU MISS THE NORTHERN ECHO 


Coal-mining, steel works, shipyards, bridge building, 
agriculture, are all basic industries that operate 

in the North East of England and contribute to the 
remarkable prosperity of the peopfe living there 

High wages mean brisk business in luxury ana consumer 
goods, as well as the necessities of life. 


With a circulation area ranging from the Tyne to York, 
from the Pennines to the North Sea, The Northern Echo 
offers you the “open sesame” to this prosperous market. 
Established for over 80 years, 

The Northern Echo has long been the familiar 

family newspaper of the North East. 


Advertisers will find its pages a most 
rewarding medium for catching the eye of 
many shrewd but ready buyers. 


Bis Sache seastooeaiee ese 5 sibs | 


The Northern Echo 


DARLINGTON A.B.C. 110,400 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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Campaign Profiles 


a A ier» cs Rie tes ~~ 


2 Pam Radio & TV 


Pam Radio and Television 
use regional newspapers in 
all stages of development 


IN 1954 Pam Radio and Television set out bravely upon the immensely 
difficult task of introducing a new product into the highly competitive radio 
and television receiver market. How well they succeeded is now history and 
the regional press played a very large part in this success. The Pam copy- 
book campaign really fell into three stages. 


Establishing a marketing organisation 
Pam’s first problem was to set up a selling 
organisation throughout the country. This 
meant establishing dealer franchises and 
was perhaps one of the most difficult parts 
of the operation — many dealers being far 
from keen to take on the commitment of a 
new agency which was an unknown brand 
name. It was here that the regional press 
played a most important part. 

To overcome dealer resistance, Pam 
backed dealers in a regional press campaign. 
At this point no hard and fast plan was 
adhered to, the weight of the campaign 
being swung from one part of the country 
to another wherever research showed that it 
would do the most good at the time. These 
advertisements, in addition to arousing 
initial public interest in the product, gave 
for Pam the full backing of their dealers, 
who felt that Pam’s use of their own regional 
newspapers justified their taking on the new 
agency. 


Copy test 

Having thus, by the use of the regional 
press, established a nation-wide network of 
sound retail outlets, Pam were ready to 
embark on their main object, which was the 
establishment of Pam as a leading national 
brand name in the industry. 

Plans were laid for the largest single 
campaign that had ever been carried out in 
the history of the British radio industry. 
Since the main object of the campaign was 
the brand establishment, Pam proposed to 
use a new and unconventional copyline 
which would be a complete departure from 


(fam ) 


the usual merchandising type of advertise- 
ment used in the industry. However, to 
obviate the inherent risk of such an uncon- 
ventional approach, a ‘ split-run’ copy test 
was undertaken using the Newcastle Journal 
as the trial medium. 

By imposing the unconventional and the 
normal merchandising advertisement in 
adjacent plates on the rotary machines the 
Newcastle Journal printed the different ad- 
vertisements in alternate copies, thus produc- 
ing two matched samples for reading-and- 
noting research. (In doing this, incidentally, 
Pam were making use of a facility which 
Kemsley Newspapers offer for all their 
provincial papers.) 

The research report voted in favour of 
the unconventional design, an example of 
which is reproduced above. 


Main campaign 
Having established their dealers and formu- 
lated their copy plans, Pam was ready to 
commence its full-scale campaign. As 
in previous stages of development, the 
regional press played a very important 
part. Straightforward manufacturer spaces, 
manufacturer-assisted dealer spaces and a 
number of manufacturer-dealer tie-up fea- 
tures in a total of between 350 and 400 
regional or local papers carried the Pam 
sales message, backed up in every instance 
with the fullest possible dealer co-operation. 
From the start there was never any doubt 
about thesuccess of the campaign and almost 
overnight Pam was established as one of 
the leading names in one of the most highly 
competitive of all markets. 
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Campaign planners for Pam 


Anthony Phelps 


Advertising Manager, 


*There is no doubt that 


Michael Bell 


Director, Arks Publicity Ltd. 
(Advertising Agents for Pam) 
‘Good advertising in the 
regional press does more to 
exploit individual markets 
and secure not only full 
retail distribution but also 
full retailer co-operation.’ 


During 1956 advertisements for Pam Radio & TV have appeared in 


these Kemsley regional newspapers 


EVENINGS EVENING CHRONICLE Newcastle 


SOUTH WALES ECHO Cardiff 


THE STAR Sheffield 


EVENING GAZETTE Middlesbrough 
NORTHERN DAILY TELEGRAPH Blackburn 


SUNDAY THE SUNDAY SUN Newcastle 


EVENING EXPRESS Aberdeen 
MORNING NEWCASTLE JOURNAL 


Pam (Radio & TV) Ltd. 


the regional press played 
a tremendously important 
part in establishing Pam 
as a national brand name.’ 


iH \| 


WANA 


KEMSLEY NEWSPAPERS LIMITED, KEMSLEY HOUSE, LONDON W.C.1 
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National readership survey: New figures 


next month 


IPA HOPES THAT QUARTERLY REVISIONS 
WILL MAKE IT CONTINUOUS 


D EVELOPMENT plans were announced this week by the 

Institute of Practitioners in Advertising for the Institute’s 
National Readership Survey. Following publication next 
month of the 1956/57 edition, it hoped to make the Survey 
a continuous one, revised at quarterly intervals. 


Cannes Festival 
on ITN 


On Saturday, Independent Tele- 
vision News covered the Inter- 
national Advertising Film 
Festival with pictures of 
Cannes, the arrival of British 
delegates, including Lt. Col. 
Alan Wilkinson and Ernest 
Pearl, the reception of the jury 
and scenes in the Palais des 
Festivals. 

After the newscaster had ex- 
plained that the Festival was 
concerned both with cinema 
advertising films and with TV 
commercials, the winning 
American commercial “Ford 
Doctor” was screened. 

The commentator expressed the 
hope that next year’s winning 
commercial will be British. 

A London showing of the prize- 
winning films from the Festival 
is being arranged by Pearl & 
Dean Ltd. 

The date and the cinema at which 
the showing will be held have 
not yet been decided. 

Official support for the Festival 
will come next year from ISPA 
—see page 5. 


‘Express’ changes 

Eric J. Mitchell, hitherto ad- 
vertisement representative with 
the Sunday Express, has been 
transferred to the Daily Express. 
where his activities will include 
the radio and television repre- 
sentation. Ronald V. Stevens, 
formerly on the advertisement 
staff of She, has joined the Sun- 
day Express as an advertisement 
representative. 


How the plan will work was 
revealed in an IPA statement: 

The November Survey will be 

ased on an effective total sample 
of about 11,000 interviews. 

The sample will be split into 
two sections, with the results from 
each section shown separately, 
followed by the ‘average of the 
full sample. 


Total of 16,000 


‘A third section, bringing the 
total sample to 16,000 interviews, 
will then follow, and will be pub- 
lished early in 1957. 

“Thereafter,” says the IPA, “it 
is hoped that a continuing survey 
will be produced quarterly, from 
samples of 4,000 interviews. 

“These will be added on each 
occasion to the three previous 
quarters as a general average. 
after showing separately the 
results from the new sample.” 

“The whole Survey,” the state- 
ment adds, “has been based on 
advanced techniques as the result 
of experiments related to the 
order of presentation of publica- 
tions to the persons interviewed.” 


A new high-frequency radio-operated 
neon sign with movable letters is to 
be manufactured by Winston Elec- 


tronics Ltd.. who also have the 
world selling rights. The sign is 
portable and has no wiring connec- 
tions to the letters. The letters can 
be moved by hand when the sign is 
switched on and is “so simple that 
even a child can do it.” Various 
messages can be obtained by inter- 
changing the letters. The sign was 
invented by Robert Rosseau, a 
Frenchman, who has spent seven 
years developing it. 


Tax on card inserts 


The Commissioners of Customs 
and Excise have decided that 
“sets of small pictures printed on 
gummed paper” for distribution 
as inserts in packaged goods, in 
the same way as cigarette cards, 
cannot be exempt from tax. They 
are chargeable with tax at the 
rate of 60 per cent. 


OTHER NEWS 
HIGHLIGHTS 
@ ‘Sweeping agency p 4 


changes’ predicted . . . 
@ ‘ITA will get that 
50,000". . . P- 7 
@ Plans for new 
French monthly . . . P- 12 


Club news—page 14; Graphic 
Arts — page 43; Current 
Advertising—page 48. 


SDMAA dinner 


The annual dinner of the 
Society of Diploma Members of 
the Advertising Association will 
again this year be held in the 
members’ dinner room at the 
House of Commons. It will take 
place on Friday, October 19. 


GCM GE ADVERTISING 


promotes the sales of 
Parnall Washing Machines 
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ency director predicts sweeping changes 


in ad org 


anisation 


‘CONSULTANCIES’ TO HANDLE CREATIVE 
WORK: AGENTS AS BROKERS—AGAIN 


Extensive changes in the organisation of advertising in the 
future are forecast by John McEwan, a director of E. Walter 
George Ltd., in a book just published, “Advertising as a 


Service to Society.”* 

The changes will be essential, 
he says, because of modern adver- 
tising’s growing complexity—a 
complexity which increases in 
direct ‘proportion as society be- 
comes more and more complex. 

“That is the reason for this 
book,” he writes. “I hope that 
the critics of advertising, having 
read what I have written . . . will 
already have begun to decide in 
which camp, they find them- 
seives: ‘anti-principle’ or ‘anti- 
methods.’ 

“At the end the book is meant 
to leave the reader with a case 
for individual thought and judg- 
ment.” 

The first few chapters of 
Advertising as a _ Service to 
Society, says Mr McEwan, must, 
of necessity, be “pedestrian.” 
They describe the evolution of 
advertising step by step, and 
cover so far as possible, aspects 
within as well as outside the 
advertising business. 

Then, in the closing chapters, 
Mr. McEwan develops his “de- 
bate” on the facts contained in 
the earlier ones. 

What form should the changes 
which Mr. McEwan predicts 
take? In what way should 
advertising meet the demands of 
today’s complex society? 

Mr. McEwan decries the “jost- 
ling” of the vast power of adver- 
tisement [the author defines in an 
early footnote “advertisement” as 
“the art of spreading informa- 
tion, in a general sense, as against 
the business and modern practice 
of advertising] through a series 
of “illogical channels” and _ its 
subjection to restriction by inter- 
ested and “well-meaning” parties. 

“If the production of advertise- 
ment were narrowed down to one 


‘Heiress’, ‘Playways’ 
cease publication 
Lutterworth Periodicals Ltd. 

“regret to announce” that publi- 

cation of two of their periodicals, 


Heiress and Playways, will be 
discontinued with the December 


issues which will appear on 
November 26. 
“Despite their gradual but 


steady increase in circulation dur- 
ing the past year or so, this 
course has been dictated by ever- 
rising costs. 

“The Boy's Own Paper, better 
placed to ride such adversities, 
is as virile as ever,” say Lutter- 
worth. 

Details of the expansion and 
development of BOP by Lutter 
worth Press, to whom it is to be 
transferred, will be announced 
shortly. 


independent and truly consulta- 
tive channel, all this safeguarding 
and sifting would surely become 
unnecessary,” he says. 

“There is clearly a need for a 
professional avenue that is accept- 
able to all concerned, and which 
is paid by fee, as in all profes- 
sions.” 

The steps he suggests are: 

@A complete “rationalisation” 
of the framework of advertising 
production, with the dropping of 
the term “advertising agency.” 

@A “reversion to type” of the 
agencies, who would again be- 
come space-brokers, serving all 
media and taking their profits 
from commissions paid to it by 
the media. 

@ The setting up of a new form 
of organisation, advertising con- 
sultancies, concerned only with 
planning, design and copywriting, 
and paid consultants’ fees. 

@ On the production side, the 
employment of advertising con- 
tractors as intermediaries between 
planning and—to use the analogy 
of the building industry— 
erection. 

* Advertising as a Service to Society, 


by John McEwan, published by Mac- 
Donald & Evans Ltd. at 12s. 6d. 


As in past years the current Blackpool illuminations include a number 
of sites for advertisers, among them this Shell-with-ICA display. 


How big was your breakfast today? 


On an average week-da 


more than a quarter of Britain’s population 
has little more for breakfast than a cup of tea or coffee. 


That is one 


of the facts which emerges from the latest Daily Herald Survey of 
Buying Habits (Fourth Series: Report No. 3), dealing with the market 


for breakfast cereals. 

About | in 6 of persons in 
households interviewed had por- 
ridge oats, with or without any- 
thing else ; just under | in 5 had 
ready-to-eat cereals; and just 
under 2 in 5 had neither but did 
have some other food for break- 
fast on the day of interview. 

Throughout the report, sum- 
mary tables compare the results 
of the present survey, fieldwork 
for which was carried out in 
February and March, 1956, with 
the results of an earlier survey, 
conducted in September and Oct- 
ober, 1954, ~ 

“This provides a useful com- 
parison of the buying habits of 


Among the features of this neon sign by Franco Signs is a safety net. 
The sign, which is nearly 90 ft. long, has been erected by F. Wrighton & 
Sons Ltd. near the boundary fence of their works in Walthamstow. On 
the other side of the fence is a sports ground, and the net has been 


provided to protect the display from flying cricket balls, etc. 


The net, when 


not in use, is housed in a large “cupboard” on one side of the sign. On 


Saturday afternoons, when 


the sports ground is 
drawn across the face of the display. 


( in use, it can be 
It is weighted at the bottom, and 


stands clear of the sign. 


£400 contest ‘will encourage better 


Details of a second illuminated 
sign design competition, spon- 
sored by the Electrical Sign 
Manufacturers’ Association, were 
announced last week by F. F. 
Newlands, chairman of the Asso- 
ciation. 

The competition is for the two 
best illuminated sign displays on 
two buildings—a music, radio and 
TV store, and a garage and motor 
showrooms—specially drawn for 


the competition. 
£400. 

The object of the competition 
is to encourage a “continual im- 
provement in the design of illu- 
minated signs.” The competition 


Prizes will total 


is Open to everyone, and it is 
hoped that, like the first competi- 
tion, entries will be received from 
archi*ects and designers either in 
private practice or employed by 


housewives at different times of 
the year, according to. the 
seasonal factor known to exist in 
the purchase of both ready-to-eat 
cerea's and porridge oats,” says 
the Herald. 

The products of the Kellogg 
Co. accounted for three-fifths of 
all brands of ready-to-eat cereals 
last purchased, and those of 
Shredded Wheat Ltd., Weetabix 
Ltd., and Quaker Oats Ltd., each 
for about one-eighth. 

Quaker Sugar Puffs—a com- 
paratively new brand at the time 
of the 1954 survey—has made 
marked progress in the number 
of buyers. 

Only Quaker (49 per cent) and 
Scott's (41 per cent) accounted 
for more than three per cent of 
buyers of porridge oats. 


Church service 


for ad men 


“Publicity and the Perfect 
Product” will be the title of an 
address by Dr. W. E. Sangster at 
a church service in London on 
Monday, October 22. The ser- 
vice, first of its kind, has been 
arranged for people in publicity 
by the inter-denominational Ad- 
vertising Christian Group. Cards 
announcing it are being distri- 
buted to London agencies and to 
the advertising departments of 
leading firms. The service will 
be held in the Orange Street 
Congregational Church at 
6.30 p.m. 


electrical signs’ 


local planning authorities, as well 
as from designers in the industry. 

The closing date for entries is 
January 31, and entry forms can 
be obtained from the Electrical 
Sign Manufacturers’ Association. 
23 Bedford Row, W.C.1. 

Judges in the competition will 
represent architectural, town 
planning and advertising inter- 
ests. They will be announced 
later. 


SC“ tC 4 
C—O Se ! 
a -* Sets 
suauinvea ff 
7 7 
i = P= al 3 at + ert = 
ee 
a 


Octoser 5, 1956 


ADVERTISER’S WEEKLY 


ISPA support next year’s International 
Ad Film Festival 


OFFICIAL MILAN STATEMENT FOLLOWS 
PRESIDENT’S SUCCESS AT CANNES 


The International Advertising Film Festival will be bigger 
than ever next year as a result of a decision taken at the 


second annual meeting of the International Screen Publicity 
Association in Milan last week. 


A statement issued after the 
meeting announced that it had 
been agreed “that ISPA will par- 
ticipate in next year’s Advertising 
Film Festival.” 

Previously there had been an 
understanding that members 
should not enter films for com- 
petition in the Festival which is 
organised by International Screen 
Advertising Services, a_ rival 
organisation with Ernest Pearl, 
chairman, Pearl & Dean Ltd., as 
president. 

It is understood that negotia- 
tions will take place shortly be- 
tween ISAS and ISPA concerning 
next year’s Festival, which is 
planned to be held in Cannes, 
for the second vear running, in 
the latter part of September. 

Newly elected president of 
ISPA, Jean Mineur, of France, 
caused a surprise at the recent 
Festival by carrying off two ISAS 
prizes. And at the presentation 
Ernest Pearl drew attention to the 
fact that entries had been re- 
ceived from ISPA members for 
the first time. 

At the conclusion of the ISAS 
Festival the jury expressed the 
hove that there would not be 
more than one festival next year 
and that negotiations to this end 
would be successful. 

This news was conveved to 
ISPA members by Jean Mineur, 


‘Picture Post’ talks 


Robert Bovd, circulation 
manager of Hulton Press Ltd.. 
has been meeting London and 
provincial wholesalers, together 
with Vernon Holding. sereral 
manager. At a series of parties, 
the Picture Post's new editorial 
policy and the reason for the 
change in the day of sale have 
been explained. 


and it was generally felt that 
there should be a fully supported 
international event in 1957. 

Eleven countries were repre- 
sented at the ISPA annual meet- 
ing and the hosts were Organiz- 
zazione Pubblicitaria Schermo 
(OPuS). 

The programme included a 
special showing of members’ 
advertising films, attended by 400 
advertisers and agents. 

At the business sessions it was 
decided to set up a working com- 
mittee of five members to meet 
regularly under the president. 
Their first meeting will be in 
Paris on December 17. 

Officers elected were: presi- 
dent, Jean Mineur; vice-presi- 
dents. J. H. Piperno and Charles 
Ruedi. 

The general secretariat of ISPA 
will remain in London for 
another year under Lionel Gale. 

International representatives at 
the meeting were: 

Belgium (Belgique Cine Pub- 
licite) Maurice Aubry and Jean 
Boulvin. 

France (Jean Mineur Pub- 
licité) Jean Mineur and Phillipe 
Lebraud. 

Germany (Deutsche ISPA) 
F. G. Amberg, Gunther Krug- 
mann and Dieter Sellmayer. 

Great Britain (Rank Screen 
Services Ltd.) J. H. Piperno (vice- 
president) and Lionel Gale 
(general secretary). 

Holland (Cefima-Film) W. A. 
Grollenberg. 

Italy (OPuS, SPA) Perio 
Michiara, Oscar Maestro, Mas- 
simo Momigliano and Emilio 
Hertel. 

Switzerland (Central - Film) 
Charles Ruedi and Paul Meyer. 

Union of South Africa (Film- 
lets (SA) Ltd.) Pax Moren. 

See Mainly Personal—page 44 


Fresh from his double success at the ISAS Festival, Jean Mineur (left), new 
president of ISPA, with J. H. Piperno, of Rank’s, and Phillipe Lebraud. 


Association publishes first-ever 
directory of house journals 


The British Association of In- 
dustrial Editors has published the 
first edition of British House 
Journals at 21s. Copies can be 
obtained from the Association at 
12 Thayer Street, London, W.1. 

Says a BAIE statement: 

“The house journal is fulfilling 
an increasingly ifmportant role in 
industry, and the Association 1s 
constantly receiving requests for 
information about the hundreds 
produced in this country and 
representing an annual readership 
of several millions. 

“This has led the Association 
to compile and publish what is 
the first directory in this countrv 
dealing exclusively with house 
journals.” 


The directory lists the titles of 
800 journals with the names of 
their publishing companies and 
editors, frequency of publication, 
and class of journal (internal or 
external). It also shows those 
which accept advertisements. 

“We believe it will be an in- 
valuable reference book for the 
many firms and individuals whose 
work or interests are closely con- 
cerned with house journals— 
public relations, welfare and 
personnel officers; advertising 
and sales promotion mana- 
gers; printers; and advertising 
agencies.” says the BAIE. 

A second edition of the direc- 
tory will be published in 1957 
and will carry advertisements. 


‘Mixed-up’ ads—or humorous copy can 
win prizes in our Christmas contests 


Entries are already arriving for 
the “Advertiser's Weekly” 
Christmas Competition, in 
which readers are invited to 
mix up copy and illustrations 
from press displays to make 


ISPA members in Milan had cocktails after a film showing at the Odeon. Left to right: Maurice Aubry, Lionel 
Gale, Oscar Maestro, Dieter Sellmayer, Massimo Momigliaao, Charles Ruedi, Jean Boulvin, J. H. Piperno, Frau 
Krugmann, F. G. Amberg, Perio Michiara, Gunther Krugmann and Pax Moren. 


Theme of the Christmas Number 
will be “The Credit Squeeze” 
and prizes are also offered for 
the most amusing drawings or 
copy designed to sell: a luxury 
car, a new girdle, an elaborate 
lawn mower, an uneconomic 
coal mine or a 
headed golf club. 

Prizes of £10 10s., £5 5s., and 
£3 3s. are offered for first,. 
second and third entries judged 
best in each contest. A guinea 
will be paid for each entry 
published other than the 
winners. 


The competitions will be judged 
by the Editor, whose decisions 
will be final. 


Entries should reach this office 
not later than Wednesday, 
October 31. And you may 
submit as many as you like. 
They should be addressed to 
The Editor, “Advertiser's 
Weekly,” Mercury House, 
109-119, Waterloo Road, Lon- 
don, S.E.1, and marked 
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Americans ‘more aggressive’ in 
test marketing, says MacCabe 


BIGGER BUDGETS—AND HIGHER STATUS = a 


Brian MacCabe, chairman and managing director of Foote, 
Cone & Belding Ltd., believes that American advertising 
practice differs from British in marketing approach, media 
structure, size of budget, and stature of advertising personnel. 


Discussing these differences last 
week in a talk to the Incorporated 
Advertising Managers’ Associa- 
tion—and stressing that there 
were many exceptions to his 
generalisations—he claimed, first, 
that Americans went in for 

much more painstaking” market 
analysis and, if the analysis 
looked encouraging, were far 
more aggressive, doing more pro- 
duct tests and consumer accep- 
tance tests. 

One top manufacturer had told 
him that it was only in the third 
year after launching a new pro- 
duct that he expected to break 
even and go on to a profit. 

In America also there was 
much more continuous research, 
producing a greater awareness of 
any marketing situation and a 
greater flexibility inside an overall 
planned policy. 

The fact that in America the 
magazines were the main national 
medium, he thought, was the 
chief reason why American adver- 
tising differed from British in 
appearance, 

Magazines were printed on 
good paper, allowing first-class 
colour reproduction. Generally 
speaking, magazine advertising 
was used as a “mood setter” and 
newspaper advertising as a 
tactical weapon, whereas in 
Britain there was a tendency to 
make the same advertisement do 
duty for both newspapers and 
magazines. 

Because Americans had bigger 
budgets and greater frequency 
of insertion, advertisers did not 
seek to tell the whole story in one 
advertisement. 


As regards size of budget, Mr. 
MacCabe mentioned that Ford 
appropriated £7 million for one 
new design of car for one year. 
Even dividing this by three, be- 
cause Britain’s population was 
that much smaller, it still gave 

over £2 million. He also said 


that FCB had clients, some of 
them in the multimillion dollar 
range, who spent the whole of 
their advertising budgets on com- 
mercial television. 

Under the heading of “stature,” 
he claimed that in the USA the 
advertising man was on a par 
with the highest - industrialist. 
America was a business nation; 
in her universities many people 
read business, and in that busi- 
ness a lot of time was taken up 
with advertising. 

The instructors on those 
courses themselves went into ad- 
vertising agencies and business to 
learn their subject. A _ leading 
national newspaper carried every 
day an article about advertising 
people and news about adver- 
tising. 

In conclusion, Mr. MacCabe 
stressed that he did not believe 
there was anything in American 
advertising that one could not 


learn here. The best in Britain 
was as good as the best in 
America. 
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Growing audience 


More than 1} million people in 
over 500,000 homes are now able 
to watch programmes from the 
ITA transmitter at ‘ae it 
is estimated by TA 


National tt ali use T elenu 


Norvic Shoes and Goodyear 
Tyres are the latest national ad- 
vertisers to use Telenu, the new 
display sign, states D. A. Dal- 


gliesh, managing director of 
Achievement Scintillating Signs 
Ltd. 

Only recently introduced, 


Telenu numbers among its users 
British European Airways, Calico 


Printers, Grundig Tape  Re- 
corders, HMV, National Coal 
Board, Northern Dairies, Shell 


Mex & BP, State Express, United 
Bakeries and other national ad- 


vertisers, as well as organisations 
in Amsterdam, Teheran and New 
Zealand. 

Built of Perspex to look like a 
television set, it shows six adver- 
tisements on a hexagonal drum 
that rotates at reading speed. The 
advertisements are illuminated by 
internal strip lighting at the top 
and bottom and are visually en- 
lareed by an oil-magnifier. 

Formed in 1952, Achievement 
Scintillating Signs Ltd. is an 
associate of Achievement Pub- 
licity Services, of Bradford. 


with other 


In common 
organisations, the Butter Informa- 


dairy 


tion Council exhibited display 
and promotion material at the 
XIVth International Dairy Con- 
gress in Rome last week. 

The five member countries of the 
Council — Australia, Denmark, 
Great Britain, Netherlands and 
New Zealand—were all _ repre- 
sented on the stand. 

The stand consisted of three panels, 
on which were hung the Council's 
showcards and window bills for 


grocers and bakers, caterers’ 
material, and recipe leaflets and 
booklets designed for domestic 


science teachers and the public. 

A montage of current advertisement 
pulls covered part of one panel, 
and a still from a TV filmlet was 
also displayed. 


Sir Robert Boothby addresses 
London Association of British 
Empire Newspapers Overseas at the 
September luncheon, with J. Stuart 
Barr, LABENO president (right) and 
J. Ward-Jackson, president of the 
Commonwealth Correspondents 
Association (left). Sir Robert said 
that if the British Commonwealth 
was not to be “‘crushed’’ between 
the controlled economy of the Soviet 
bloc and the exuberant economy of 
the United States, it eventually 
would have to throw in its lot with 
Western Europe. He said: “There 
is a genuine feeling in this country 
now that we really must get together 
with Europe economically and 
politically. 


Beef-ing 
Some 15,000 posters issued by 
the Fatstock Marketing Corpora- 
tion are going out to butchers all 
over England and Wales in an 
attempt to persuade housewives 
to buy English beef, 


OctToBer 5, 1956 


93 agencies now 
have education 
officers 


When a meeting of agency 
education officers was held at the 
Institute of Practitioners in 
Advertising’s headquarters in 
London, C. B. Bagg, who pre- 
sided, announced that as a result 
of a recent letter from the chair- 
man of the education committee, 
W. A. Messenger, 29 new agency 
education officers had been 
appointed, making a total of 93. 

Stressing the value of the work 
they were doing, Mr. Bagg said 
that they formed a “valuable 
link” between the Institute and 
the students. 

He welcomed representatives 
of agencies in the Institute's 
branch areas. This was the first 
meeting of agency education 
officers ever held and it marked 
a significant advance in the 
interest shown in education by 
member-agencies, he said. 

R. B. Woodhouse, the Insti- 
tute’s education officer, reported 
the publication of the new exami- 


nation syllabus, outlined the 
instruction available to students 
at the evening colleges, and 


explained the educational facili- 
ties which the Institute was 
offering during the coming year. 

When criticism was made of 
the confusion which arose on the 
enrolment night at the College 
for the Distributive Trades, 
A. D. Davis, who had just been 
appointed supervisor of advertis 
ing studies at the college, said he 
would now be in a position to 
ensure that this would not occur 
again. 

In the general discussion which 
followed, the education officers 
paid tribute to the value of the 
week-end courses and lectures. 
Appreciation was also expressed 
of the Student Bulletin issued by 
the Institute to agency education 
officers and students. 


New PR organisation 
in New York 

Ade & Bliss Inc is a new 
public relations firm that has 
been established in New York. 
E. Jerome Ade has spent 20 years 
in American PR. During the last 
war he organised New York in- 
dustry into a selling force for 
War Bonds. 

Robert L. Bliss, for the past 
seven years executive vice-presi- 
dent of the Public Relations 
Society of America, is one of the 
three American members of the 
governing council of the Inter- 
national Public Relations Asso- 
ciation. 


Furnisher’s paper 

A four-page newspaper— 
Laskers Leader—is to be regu- 
larly circulated to 20,000 old and 
prospective customers of Laskers 
Home Furnishers Ltd.. Oldham 
Street, Manchester. The paper 
will be quarterly at first, but may 
grow to eight pages and come out 
monthly. 
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‘FEW COMPLAINTS’ ABOUT TV SPOTS 


Sir Kenneth confident that ITA will 
get that £750,000 next year 


Sir Kenneth Clark, chairman of the Independent Television 
Authority, told a press conference on Monday that in spite 
of “all the froth and argument about commercial TV advertis- 


ing” that had taken place in Parliament, there had been 


“practically no complaints” about advertising. 


“At the most, I can think of 
only one or two,” he said, after 
the conference had lasted for 
some three-quarters of an hour, 
when the first question relating 
to advertising was asked. 


Most of the questions were 
about the £750,000 from the 
BBC licence fees which the 


Government had decided should, 
at present, not be made available 
for the ITA. 

In his report, Sir Kenneth said 
that the Government's decision 
had come as “a great shock.” It 
meant that the ITA could not 
discharge one of its most impor- 
tant responsibilities, and it had 
been feared that there had been 
a change in Government policy. 

He was glad to be able to state 
that this was not the case, as the 
Postmaster-General had assured 
him that the Government recog- 
nised that there might well be 
times when the quality and 
balance of programmes could 
not be achieved by the pro- 
gramme companies out of adver- 
tising revenue alone. 


‘Fair treatment’ 


“I am confident,” he said, 
“that when next year’s estimates 
are being prepared all these 
assurances will be borne in mind, 
and that although the Govern- 
ment may well wish to review the 
whole broadcasting situation, the 
ITA will receive fair treatment.” 

Asked whether, assuming that 
the ITA did receive the £750,000, 
the additional programmes which 
it would be able to provide would 
contain advertising, Sir Kenneth 
replied that they would not, but 
they would be preceded and suc- 
ceeded by advertising, like other 


programmes, 

He said that he saw the 
£750,000 as a temporary expe- 
dient. The programme con- 


tractors had a sense of responsi- 
bility and wanted to “do good 
television.” 

Figures circulated at the con- 
ference showed that during the 
week ending September 23, the 
first week of the new autumn 
programmes, ITA had 79 per 
cent of the viewing time in homes 
with a choice, and the BBC 21 
per cent. 

Sir Kenneth said he was confi- 
dent that that proportion would 
be maintained or even increased. 

He also said that the findings 
of Television Audience Measure- 
ment and the Nielsen Television 
Index were practically identical. 

Points from the report are: 

As a general rule the ITA 
believes that, as regards the 
quality and balance of pro- 


grammes, continuing consultation 
with the contractors is better than 
the promulgation of any code of 
standards comparable with that 
used for advertisements. 

The experience of the first six 
months had shown that the six 
minutes an hour average for spot 
advertisements was acceptable. 
The decision not to impose any 
limitations on the longer type of 
advertisements had also been 
fully justified in practice. 
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Based on the Nielsen Television Index, this 


raph shows the relative amount 


of viewing of the two services in homes able to see both ITV and BBC. 
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‘TV IS HERE TO STAY ... A JPA branches 
CHALLENGE’ SAYS CHILTON 


Basing his conclusions on the conference on commercial television 
recently held by the Incorporated Society of British Advertisers, 
H. F. Chilton, publicity manager of Horlicks Ltd. and chairman of 
ISBA’s radio and television committee, believes that there are four 
reasons why advertisers should continue to use commercial television. 


They are: 

Television advertising still has 
great novelty appeal to the public. 
The trade are extremely conscious 
of this and are willing to do their 
utmost to co-operate with manu- 
facturers using television. “Here 
the moral for the advertiser is 
obvious,” says Mr. Chilton. 

The industry-wide audience 
measurement service negotiated 
by the Steering committee enables 
the advertiser to obtain as much 
information of what he is getting 
for his money—if not more— 
than is provided for any other 
advertising medium. How he 
uses these facts and how he uses 
the audience he obtains is the 
challenge to the advertiser. 

There is indication—without 
yet sufficiently full supporting 
evidence—that television adver- 
tising brings in more immediate 
response to a new product or to 
a new idea. This is tied up with 
the novelty value of the medium. 

The fact that the programme 
contractors’ order books are rea- 
sonably full is evidence that the 
big national advertisers believe 
this to be a medium which they 
must continue to use. In some 
cases this may be partially caused 
by the competitive nature of their 
markets, but it is surely a healthy 
sign of the respect this medium 


as. 

Mr. Chilton adds: “The ines- 
capable conclusions that emerged 
from the conference are that the 
medium is here to stay ; that-it is 
a great challenge to British adver- 
tising ; and that most advertisers 
believe it must be integrated with- 
in their overall merchandising 
pattern and find its level within 
that, as an efficient and economic 
medium.” 


This cardboard display was designed 


and manufactured by Leon Good- 
man Displays Ltd. to launch a new 
product for J. & J. Colman Ltd, It 
is 20 in. high by 12 in. wide by 4 in. 
deep and illustration and lettering 
was carried out by the silk screen 
process. Eight colours were used. 


Thomson predicts 


‘major TV success’ 


At an Incorporated Sales 
Managers’ Association luncheon 
in Glasgow last Wednesday, Roy 
Thomson, head of Scottish Tele- 
vision Ltd., said that he was 
certain that the Scottish ITA 
station would be a “major suc- 
cess.” He expected a viewing 
audience using 375.000 sets out 
of the Scottish total of 475,000. 


meeting 
this week-end 
A joint meeting of the 


Northern, Scottish and Midland 
branches of the Institute of 
Practitioners in Advertising is 
now being held at the Majestic 
Hotel, Harrogate. It opened 
yesterday (Thursday) and will 
last until Sunday. Members and 
their wives will be attending from 
Manchester, Birmingham, Liver- 
pool, Leeds, Sheffield, Newcastle, 
Glasgow, Edinburgh, Dublin and 
other provincial centres. 

The meeting opened last night 
with an informal reception by the 
chairman of the Northern 
branch, E. R. Broughton. To- 
day is devoted to business ses- 
sions in the morning and after- 


noon, followed by an official 
reception, banquet and dance 
tonight. 


Among those attending will be 
the president of the IPA, Lt. 
Col. Alan -M. Wilkinson; the 
chairman of the Midland and 
Scottish branches, G. A. Hoff- 
mann and J. Newcomb; and the 
director of the IPA, J. P. 
O'Connor. 

Discussions at the business 
sessions are confinéd to matters 
raised by branch members cor- 
cerning the domestic affairs of 
the Institute with special 
emphasis on the problems met 
with by agencies outside London. 

During «the business session 
this afternoon, members’ wives 
will go on a motor-coach trip to 
York. 

There will be another business 
session tomorrow morning, at 
which the principal speakers 
will be the president and 
Sinclair Wood, honorary secre- 
tary of the IPA. A motor-coach 
trip to Newby Hall has been 
arranged for members and their 
wives in the afternoon, by 
courtesy of the R. Ackrill Group 
of Newspapers, Harrogate. 


ee : 
ee oe 
———— 

4 | w/z ; 
7 


ADVERTISER'S WEEKLY 


| News About 4 


Changes at Film 
Producers Guild 


E. P. L. Pelly, chairman of the 
Film Producers Guild and of Guild 
Television Service Ltd.. has an- 
nounced some changes in organisa- 


tion “made necessary by the very 
large volume of work in GTS 
and in the Guild as a whole.” 


W. H. Williams, managing director 
of Guild Television Service, is now 
working with two producers of live- 
action commercials. Ray Elton and 
Nick Macdonald have been pro- 
moted to producers in their own 
right. Mrs. Phil Windebank con- 
tinues as the producer of cartoon 
and puppet commercials; Gillie 
Potter is in charge of the special 
effects department, servicing both 
cartoon and live-action divisions of 
the organisation; Dickie Dinsdale 
continues as chief lighting camera- 
man and Tony Harris as production 
organiser. Ian Latimer has been 
transferred from his position as 
director in charge of live-action 
commercials in GTS and will be 
working on a new assignment for 


the Film Producers Guild Ltd. 
+ * * 


Dr. Edward L. Lloyd left London 
last week on a business tour of Aus- 
tralasia and the United States. His 
trip will include visits i a number 
of countries in Asia. Lloyd is 
vice-chairman and M8 direc- 


tor of the Nielsen’ marketing 
research organisation in this coun- 
try and is also responsible for 


Nielsen operations in Europe and 
Australasia. 
* * * 


A daughter, Alison Julia, has been 
born to the wife of George Fraser 
Peacock, of Stuart Advertising 
Agency Ltd. 


W. John Merrick has been ap- 
pointed joint managing director of 
Chadwick-Latz. He is a pharma- 
ceutical chemist and a member of 
the Institute of Public Relations. 
During the past nine years he has 
been PRO and publicity manager to 
Evans Medical, of Liverpool. He 
was a founder member and latterly 
chairman of the Pharmaceutical 
Industry Publicity Committee, and 
a former chairman of the Liverpool 
& District Publicity Association 

* * * 


Kenneth Stephenson, Oxford 
group manager of Mills & Rockleys 
Ltd., is leaving Oxford to take over 
the management of the Hull group 
of the company. Mr. Stephenson, 
who first went to Oxford 12 years 
ago, is at present chairman of the 
Advertising Club of Oxford. His 
successor will be Brian Herbert, 
who is at present at Doncaster 


Derrick Fenton 


Dexter Adams has been selected 
for the soccer team representing 
England in the Olympic Games at 
Melbourne. He is a member of 
Hendon Football Club and has 
played for England since 1951. He 
has been with Erwin Wasey & Co.. 
Ltd.. for three years in the TV 
media department. 


Seen in this group at the 48th anniversary dinner of Alfred Bates & Son 
Lid., held at the Trocadero, are (|. to r.) John Cartwright (area manager, 


Manc hester); 
Thompson & Capper); 


manager, 


S. M. White (area manager in Scotland); W. D. Pooley (sales 
and Ken Murray (Alfred Bates’s area 
manager in Liverpool). 


Sidney Howard 


Steve Morris 
D. Buckland-Smith, publicity 
manager for Manchester’s famous 


Belle Vue showground, is resigning 
at the end of October. He is leav- 
ing Belle Vue “‘on the most friendly 
basis with the board of directors,” 

who may “use his services in the 
future as a press and publicity con- 
sultant.” Mr. Buckland-Smith has 
been chairman of the press and pub- 
licity committee of the Manchester 
Publicity Association for 18 years. 
He joined Belle Vue as publicity 
manager in 1945. Previously he 
had been associated with a number 
of famous theatrical personalities. 


Patrick Jenkins 


Named head of TV, 


film, radio sections 

Patrick M. Jenkins, who has been 
responsible for the television depart- 
ment at Alfred Pemberton Ltd. for 
the last year. has been appointed 
head of the TV, film and radio divi- 
sion. Sidney J. Howard, who has 
been a production controller with 
the agency for the past six years, 
has been appointed to the television 
division as TV production manager. 

7 * * 


Derrick Fenton, managing direc- 
tor of Chalcroft Ltd., will be flying 
to Johannesburg next Thursday to 
spend six weeks in the Union of 
South Africa as the guest of P. N. 
Barrett Company (Pty.), Ltd., who 
are represented in the United King- 
dom by Chalcroft Ltd. Mr. Fenton 
will visit P. N. Barrett's offices in 
Johannesburg, Cape Town, Durban 
and Port Elizabeth. and will also 
undertake a tour of the country. 

* * * 

Frederick Oughton is to head the 
press department of the Leslie 
Frewin Organisation. He was for- 


merly with Benn Brothers as a sub- 
editor 


Raymond Brown 


Octoper 5, 1956 


Dr. 


New staff at 
Alan Betts 


Following the 


Edward Lloyd 


company’s recent 
move to larger offices in Clarges 
Street, W.1, three new appointments 
have been made to the staff of Alan 
Betts Ltd. On the PR side, Steve 
Morris, for the last two years UK 
manager of Globe Press, has been 
made public relations manager. He 
has been with Patrick Dolan and 


Associates, with Kemsley News- 
papers and the Bristol Evening 
World. Raymond Brown, after a 


long freelance connection, has taken 
over as manager of the studio. He 
has been with C. P. Wakefield Ltd. 
and Crane Publicity Ltd. Ann 
Lawson has joined Alan Betts’ 
studio from Saward, Baker Ltd. 

* * * 

Douglas Sutherland, until recently 
the senior executive at Voice & 
Vision Ltd., has taken over as man- 
ager of Holden's Press Bureau. 
where he will have executive respon- 
sibility for all public relations 
accounts. Victor Lewis, who joined 
A. N. Holden & Co., Ltd., as man- 
ager and editor-in-chief of the press 
bureau on its formation as a 
separate public relations organisa- 
tion, remains as editor-in-chief. He 
will devote his whole time to the 
bureau's publications division 

* * + 

R. Fraser-Macdonald, who has 
been with Auger & Turner Ltd. as a 
copywriter for the past two years, 
is returning to South Africa. His 
place is being taken by Neville 
Dasey, an Australian, formerly with 
Lintas in Sydney. 

* 


* 

Evelyn Bowyer Ltd. have an- 
nounced the appointment as sales 
manager for Laundrads of Colin M. 
Paul. Mr. Paul has joined Bowyers 
from J. Lyons & Co., Ltd., where 
he has been responsible for tea sales 
promotion. 

* * . 

Frank R. de G. Hewitt has joined 
Attwood Statistics Ltd. as director 
in charge of the company’s conti- 
nental 


operations. He was pre- 
viously controller of consumer 
research for the Beecham Group 
Ltd. and, from 1946-54, was 


market research manager of Thomas 
Hedley & Co., Ltd. He is a mem- 
ber of the Market Research Society 
council and a past chairman of the 
ISBA Advertising Research Com- 
mittee 
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mothers at the centre of family spending 


MOTHER BUYS FOR 
Dad, schoolboy son and Spot TODAY Mother is the hub of all the family’s buying habits. 


MOTHER ADVISES If you’re interested in catching Mother’s eye, take space in AP HOME MONTHLIES— 
Married daughter, son-in-law . . 
Mother’s special magazines. For those are the 
MOTHER INFLUENCES 


magazines that Mother reads, re-reads, believes in, trusts. 
Teenage daughter, daily help 


WOMAN AND HOME - WIFE AND HOME - MY HOME - HOME 
A.P home monthlies go home to mother 


— 


A. W. BURNETT Advertisement Director The Amalgamated Press Limited The Fleetway House Farringdon St E.C.4 Central 8080 
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Manchester committee criticises 


poster control 


‘SITE IMPROVEMENTS DISCOURAGED’ 


Local authorities who refuse new outdoor advertising sites 
and developments while failing to clean up their areas by 
challenging existing advertisements are criticised in comments 
which the advertising and publishing trades executive com- 
mittee of the Manchester Chamber of Commerce have made 
on the recent memorandum of the Minister of Housing and 
Local Government on outdoor advertising. 


Because of this attitude, the 
committee alleges, “desirable 
improvements” have not been en- 
couraged, and difficulties have 
arisen in cases involving site 
renovation and improvement. 

Contractors are frequently 
given “conflicting directions” by 
the local authority’s architect and 
by its surveyor, who is usually 
the local planning officer. The 
committee recommends __ the 
designation of a single authority 
to obviate this “dual control.” 

The committee urges that any 
changes in the powers granted to 
local authorities should clearly 
be specified as far as possible in 
amendments to the regulations 
—“and not left open for local 
interpretation.” 

In relation to the designation 
of areas of special control they 
consider it “unwise and harmful 
to legitimate business advertising” 


These new Dimplex Duosign point- 
2f-sale displays are being featured in 
a number of electrical suppliers’ 
showrooms. The Dimplex Duosign 
is an illuminated self-changing dis- 
play made to a new and patented 


optical process. The icture 
content changes by the slightest 
movement of the viewer. The 


sign is made by Colin Butement 
Lid., and Dimplex are offering them 
to suppliers on a part-cost basis. 


TEMPLE 
PRINCIPAL BRANCHES 


BAR 246 


to suggest that wherever an area 
of the countryside is brought 
under “special control” there 
should be a blanket inclusion of 
villages and small country towns, 
without inspection. 

The committee agrees that all 
concerned would benefit from the 
Minister's suggestion of consulta- 
tion with representative adver- 
tising bodies so that local authori- 
ties can indicate where in their 
towns they expect restraint to be 
exercised and where they think 
greater latitude can reasonably 
be allowed. 


‘Dilapidated’ 


Of all the amendments the 
Minister has in mind the com- 
mittee believes that his sugges- 
tions under the heading of 
“advertisements on business pre- 
mises” would be those most 
welcome. They comment: 

“It is not too much to say that 
some corner shops, garages and 
café sites look far more dilapi- 
dated today than they did before 
the Act came into force. 

“This kind of business premises 
advertising has inevitably spread 
because deemed consent had been 
so loosely allowed. Greater con- 
trol of the exploitation of those 
‘corner shop’ sites which local 
premises afford would be in the 
general interest of outdoor adver- 
tising as a whole. 

“At present local authorities 
must not refuse consent unless on 
the grounds of amenity or public 
safety, and the committee agree 
that their powers to veto the 
clutter of small signs on local 
premises should be increased. 
That does not mean that this 
cleaning-up process will be as 
easy as it is desirable.” 

The committee is under the 
chairmanship of John Newton, 
advertising agent. Its recom- 
mendations, endorsed by _ the 
directors of the Manchester 
Chamber of Commerce, have 
been forwarded to the Associa- 
tion of British Chambers of 
Commerce. 


A view of the television theatre at 
the offices of Notley Advertising 
Lid. 


The theatre was converted from 
basement domestic offices and 
includes a fully equipped projec- 
tion room. Films can be shown 
on the large screen or back pro- 
jected on to mock television 
Screens. 

A form of rush matting has been 
used to cover the sound insulation 
board on the back wall. The 
suspended ceiling is also sound- 


absorbing. 

The architect was T. A. Bird, 
and the main contractors were 
Trollope and Sons (London) 
Lid., who also carried out other 
conversion and decorative work 
in the building. 


‘All women hate 
generalisations’ 


“In no other occupation,” Mrs. 
Ashley Havinden, director in 
charge of copy at W. S. Crawford 
Ltd., said last week, “can men 
and women work in closer har- 
mony than in advertising. The 
opportunities are great for both.” 

She was speaking to over 70 
members and guests of the Adver- 
tising Creative Circle in its open- 
ing session of the new season. 

Mrs. Havinden suggested also 
that this “servant-less age” had 
led to far more male knowledge 
of the kitchen, and copywriters 
working on household product 
accounts would do well to bear 
this in mind. 

a second guest speaker in 
the 


programme, which was 
called “What you don’t know 
about Women,” was Mrs. Bea- 


trice L. Warde, publicity manager 
of the Monotype Corporation 
Ltd. She said that women were 
the “predominant market” of the 
Western World and that anyone 
who could discover a new angle 
of approach to this market 
“would have a bonanza.” 

“Women hate generalisations,” 
she added. “They are more 
different one from another than 
men and you cannot standardise 
advertising to them.” 


Octoser 5, 1956 


| TV THEATRE 


Lytles carry 
out survey 
of Swindon 


Seventy-four per cent of all 


families within its circulation 
area take the Evening Advertiser, 
Swindon, it is revealed in Survey 
of Swindon, an investigation car- 
ried out by the research division 
of C. J. Lytle (Advertising) Ltd., 
on behalf of Westminster Press 
Provincial Newspapers Ltd. 

The Survey shows that in the 
circulation-erea, eight other even- 
ing papers are taken by only one 
per cent or less of families, and 
that 24 per cent of families take 
no evening paper at all. Some 98 
per cent of the families reading 
the Evening Advertiser take no 
other evening paper. 


*Mirror’ leads 


Claiming that only that journal 
can give comprehensive coverage 
in its circulation area, the Survey 
states that the list of national 
dailies in the area is headed by 
the Daily Mirror (43 per cent) 
and of national Sundays by the 
News of the World (50 per cent). 

Printed between — semic-stiff 
varnished yellow covers and con- 
taining many drawings and tabu- 
lated breakdowns, the report 
gives figures of Swindon’s ex- 
panding population, new homes, 
and great industrial concerns. 

T. G. N. Pearce, London ad- 
vertisement director of Westmin- 
ster Press, states that copies of 
the report are being sent to all 
advertising agents and to a 
selected list of advertisers. 


Desk novelties 


The “Executive” series of desk 
novelties, described in our 
Advertising Gifts and Novelties 
Survey (September 21) made, as 
stated, by British and Inter- 
national Proprietaries, are distri- 
buted exclusively in Great Britain 
by Hartley Reece & Co. Ltd. 


PROPRIETORS 


BORO 


ODHAMS PRESS LTD 


MANCHESTER 


112 HIGH HOLBORN W.C.1. 
BIRMINGHAM 


G 
LEEDS 


WATFORD 


FOR ENFERPRIS 


McLELLAN - DIRECTOR 
SOUTH COAST 
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Complete the Campaign in colour with PE}S TER reperition 


BRITISH POSTER ADVERTISING ASSOCIATION - LONDON POSTER ADVERTISING ASSOCIATION LTD 
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NEW FRENCH MAGAZINE PLANNED 


75,000 circulation a month—and an | 


English edition 


expected later 


By Mostyn Mowbray 


In an exclusive interview, Jean Ferré revealed this week to 
“Advertiser’s Weekly” details of a new monthly magazine he 
is launching at the end of October, called “C’est 4 Dire.” 


M. Ferré showed me _ the 
dummy of the first issue, due to 
appear on October 30. 

C'est a Dire is, in presentation 
and layout, closely modelled on 
Time, though somewhat fatter 
(68 pages, not counting advertise- 
ments). Like Time, the editorial 
features are packaged under 
headings such as Home News, 
Foreign News, the Press and 
Advertising, Science, Medicine, 
Theatre, and so on. 

One regular feature that Time 
does not have is “Automobiles.” 
The front cover of the magazine, 
however, is more reminiscent of 
Newsweek. 

C'est a Dire, stressed M. Ferré, 
is not “just another venture” in 
the magazine publishing field. It 
is intended to fill a real gap in 
French journalism, providing 
“genuinely unbiased news” on all 
aspects of the world scene. 
There are no political strings 
attached to the financing, pub- 
lishing or editing of the 
magazine. 

Time was taken as a model be- 
cause, from. the _ technically 
journalistic point of view, it 
seemed the most suitable. 

Some 75,000 copies of the first 
number of C'est a Dire will be 
printed, and the monthly will sell 
at 250 francs (5s.). The immedi- 
ate circulation target is 200,000, 
and it is hoped that the magazine 
will find a readership in French- 


speaking countries throughout 
the world 
“Later,” added M. Ferré, “we 


plan to put it out in an English- 
language edition.” 

Up to the present, some 50 
million francs have been spent on 
the project. Total cost of pro- 
ducing each issue of C'est a Dire 
is estimated between eight and 
10 million francs, which it is 
hoped will be covered by adver- 
tising at from 300,000 to 750,000 
francs a page, according to posi- 
tion and colours. 

Jean Doucet, promotion man- 
ager of the magazine, said that 
about three-quarters of the 20 
pages of advertising in the first 
issue have already been sold, 
mostly in the form of prestige 
advertisements by leading French 
industrial and business under- 
takings. 

On the morning of October 30. 
the day C'est 4 Dire appears on 
the news stands, 80,000 French- 
men will receive a personalised 
direct mail letter, signed by Jean 
Ferré, informing them of the fact. 
The same morning, French 
national dailies will carry display 
advertisements announcing the 
publication of issue number one 
of C'est a Dire. A poster cam- 
paign is also planned to coincide 
with the launching. 

Footnote : Senior executives of 
Time's European office have 
expressed “keen interest” in the 
new project. “We shall watch 
its progress closely,” was their 
guarded comment. Latest ABC 
figures give Time's circulation in 
France as 6,639 a week. 


One of the teams of sales and adv ertising vans now operating throughout 
the country in the promotion campaign which Carreras Ltd. have launched 


for Baron's filter cigarettes. 


The vans are in the red, white and gold colours 


of Baron's pack. There is also a Messerschmitt three-wheeler with a 56 inch 
by six inch cigarette mounted on the Perspex dome, and a rear display fin. 


The “Daily Mail” 
in a competition. 


was driven through London carrying “Mail” 


offered six of the new Berkeley sports cars as prizes 
Here a crowd examines one of the first models as it 


posters. 


Agents’ committee handles 
Irish savings drive 


Ireland’s current publicity campaign for savings is being directed 
by a committee representing seven agencies elected after a full 
meeting of all agencies had been convened to discuss the problem 
which had been put up by the National Savings Committee. 


The committee is made up as 
follows: Denis J. Garvey (Janus), 
C. E. McConnell (McConnell’s 
Advertising Service), P. L. Me- 
Evoy (McEvoy'’s Advertising), 
Luke Mahon (Arks), Desmond B. 
O’Kennedy (O'Kennedy-Brindley), 
Peter Owens (Domas) and Tim 
O'Neill (Sun). 

The director of savings, C. E 
Kelly, explained the project and 
the drive which it is intended 
should be completely by the third 
week of this month. 

The committee of seven was 
empowered by the other agencies 
to call on the talent of any 
agency in Dublin for the various 
phases of the campaign which 
broke on Monday, after a broad- 
cast on the previous night by 
Prime Minister J. A. Costello. 

Thirty-three full pages have 
been booked, and the co-operation 
of advertisers has been sought for 
the use of hoardings for outdoor 
advertising. A member of the 
committee told ADVERTISER'S 


W lsdlearoem ads 


On Thursday of last week some 
10,000 London car-owners who 
had parked in the City and West 
End had a small printed notice 
attached to their windscreen. It 
publicised an article by Preston 
Benson on parking meters that 
day in The Star, and read: “Park- 
ing meters: How the plan will 
work. Special article today in 
The Star.” 


DISPLAY*GILKSEREENPCEXHIBITIONS @ 


PERS PEX 


WEEKLY 
used, 

Radio spots have also been 
booked for the period of the 
campaign. On Sunday, when oi. 
of the biggest sporting events of 
the year takes place at Croke 

Park, Dublin, an 80 ft. banner 
the largest ever used in Ireland 
will also be used. 

Total cost of the campaign is 
estimated at £10,000, and the 
agencies have agreed that all 
profits and commissions shall go 
to the Irish Advertising Benevo- 
lent Fund. 


Tribute to 
Frank Mills 


Frank Mills, joint managing 
director of Sheffields Ltd., poster 
contractors, who has retired after 
more than 50 years in advertising. 
was on Thursday of last week 
guest of honour, with Mrs. Mills, 
at a luncheon in Birmingham 
attended by leading figures in the 
outdoor advertising industry from 
London and the provinces. 


He was presented with a tele 
vision set from the company, in- 
scribed gold cuff-links from his 
co-directors, and (on the previous 
day) an easy chair by the firm's 
staff and workpeople. 

Mr. and Mrs. Mills will live at 
Bexhill-on-Sea. 

__ See Mainly Personal, page 44.) 


that 300 sites will be 


MERCURY DISPLAYS 7 


METALWORK 


“PLASTER CASTING 


EASTWOOD STREETS W'I6 
* MODELLING 
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As a merchandise 
manager... 


I can usually recognize readers of 


Grood HMousekeeping 


From the moment they come into the shop they seem published specially for the people who do the shop- 


, 


to know exactly what they want and why they want it ping. You’d be surprised how often I hear them say: 


—I suppose that comes of reading a magazine that’s “T saw it advertised in Good Housekeeping”. 
It pays to keep advertising in Britain’s foremost home magazine—and it costs only £390 a page 
Olive A. Bird, Advertisement Manager, GOOD HOUSEKEEPING, 33 Ashley Place, London, 8.W.1. VICtoria 6699 
Good Housekeeping is published by THE NATIONAL MAGAZINE COMPANY LIMITED 


Publishers of : Good Housekeeping - Harper's Bazaar - Vanity Fair - House Beautiful - She - The Connoisseur 
The Good Housekeeping Books Proprietors of : The Good Housekeeping Institute 
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Coven 


‘Money spent on advertising is an 
investment’ says A. L. Askew 


Installed as president of Coventry Publicity Association, A. L. Askew, 
managing director of Coventry Newspapers Ltd., told members of the 
association: “Truthful advertising builds character and good business.” 


He was not fond, he said, of the 
word “publicity.” It did not always 
mean good advertising—and adver- 
tising had become a dignified pro 
fession, interesting because it was 
creative, important because it 
helped to keep the wheels of indus- 
try turning. ; 

The Advertising Association had 
done more than anyone to raise the 
standard of advertising in this 
country. Now the profession 
accepted a_ self-imposed code of 
standards higher than the law 


— 

re were people who regarded 
advertising as an expense which 
increased the cost of the commodity 
advertised. But with the right kind 
of product and the right media, 
money spent on the right kind of 
advertising was an investment, not 
an expense. 

Not only did it benefit the manu- 
facturer; the increased demand it 
created resulted in lower production 
costs, and so helped the consumer. 

“We must all —_— advertising 
as a tool which, if properly used. 
will give good service,” he added. 

r. Askew, a founder member 
of the Coventry Association, was 
installed in office by the past presi- 
dent, Lt. Col. G. J. Long, at a 
luncheon meeting. 

His first act as president was to 

resent the George Mills cup to 
R B. Jephcote in recognition of the 
award of the diploma of the AA. 


Thirty 


Officers elected at 


annual meeting 


At the annual general meeting 
of The Thirty Club of London 
recently, the following officers and 
committee were elected: president, 
R. A. Bevan; vice-president, G. O. 
Nickalls; honorary treasurer, Brian 
MacCabe; and honorary secretary, 
Andrew Milne; committee, Glanvill 
Benn, Gordon Boggon, E. M. I. 
Buxton, John Coope, Norman 


Golf results and diary on page 50 


Moore, L. W. Needham, Hubert 
Oughton, Alfred Pemberton and 
George Royds; honorary auditors, 
Claude Wallis and A. C. Duncan; 
NABS steward, W. Ewart Rumble. 


Women’s 
‘Ten years of press 
and the peerage’ 


At the Women’s Advertising Club 
of London’s first dinner of the new 
season, to be held at the Trocadero 
on Tuesday, Leslie G. Pine, 
managing editor of Burke’s Peerage 
and allied publications, will speak 
on “Ten years of the press and the 
peerage.” 


Club News 


Hull 


‘London evenings up 
against TV problem’ 


Speaking to the Publicity Club of 
Hull recently, W. McMillan, adver- 
usement director of the Manchester 
Guardian and Evening News, -said 
that objections to advertising had 
nothing to do with politics what- 
ever. 
intellectuals in this country. 

These pseudo-intellectuals had a 
feeling which was reasonably sincere 
that this emphasis on the material 
things was rather unnecessary, and 
that if people were not being 
encouraged to buy TV sets and shiny 
furniture they would devote more 
time to spiritual things, he added. 

Mr. McMillan said he thought 
that the London evening newspapers 
were up against the problem of com- 
mercia V, which the provincial 
evenings had not yet felt. 


Sheffield 


Carole Carr at ball 


Lt. Col. M. W. Batchelor, presi- 
dent of the Publicity Club of Shef- 
field, announced last week at the 
annual general meeting that TV star 
Miss Carole Carr will be guest of 
honour at the annual ball of the club 
on November 9. 

Officers elected for 1956/57 were: 
president, Lt. Col. M. W. Batchelor ; 
chairman, Norman St. J. Stem- 
bridge ; vice-chairman, A. Haddock ; 
honorary treasurer, Harold E. 
Boulter; and honorary secretary, 


J. E. Ortton. Three vacancies on the 
executive committee were filled by 
J. Bury, D. J. S. Earl and A. Hitch. 


Horne installed 


Hubert Oughton, retiring president 
of the Aldwych Club, installs 
Kenneth Horne as president. 


It came from the pseudo-. 


Octoper 5, 1956 


The chairman, officers and council of the Publicity Club of London 
entertained their opposite numbers from the Regent Advertising Club 


and the Berks and Bucks Publicit 


Aldwych Club. 


From left to right are: 


Club on Monday evening at the 
Trevor Harris, chairman of 


Publicity Club of London, Mary Messer, chairman of Berks and Bucks, 
and Guy Barney, chairman of the Regent Club. 


Treland 


*‘Year’s work has 
been satisfactory’ 


The new members of the council 
of the Publicity Club of Ireland are 
Gerald C. Draper (advertisin 
manager, Aer Lingus) and Hug 
O'Neill (Ferguson Ltd.). Those 
continuing in office are: Liam Boyd 
(TWA), George S. Childs (Irish 
Assurance), falter S. Douglas 
(Lamb Bros.), J. M. McNeill Gohn 
Player and Sons), Miss O. Mac- 
Whirter (Odeon, Ireland), Jack 
O’Sheehan (Hospitals Trust), Albert 
Price (W. D. and H. O. Wills) and 
Victor M. Woods (Fry-Cadbury). 

The election for advertising media 


members resulted in three new 
members on_ the council—Miss 
Eithne McBrien (O’Kennedy- 


Brindley), Charles E. O'Neill (Irish 
and Overseas Publishing Co.), and 


Michael Kavanagh (Wexford 
People). The re-elected members 
are: A. J. Gairn (David Allen), 
Gordon Sutton Kelly, Michael 
B. Kenny (Kenny's Advertising), 
Melville Miller (Irish Times), 


Fergus O’Sheehan (FOS Studios), 
George O'Toole (Ormond Printing 
Co.) and Miss Winifred M. Stacey. 

The honorary secretary, Albert 
Price, reported a total membership 
of 147 and said that the year’s work 
had been satisfactory. 


Cotswolds 
C. H. Priestley is 


new president 


At the annual general meeting in 
Gloucester, C. H. Priestley was 
elected president; T. Cruwys, chair- 
man; S. Seabrook, vice-chair- 
man; S. P. Hamill, honorary 
treasurer; M. J. Randell, honorary 
secretary; S. Brander, honorary pro- 
gramme secretary; A. Durham, 
honorary social secretary; and T. 
Cripwell, honorary news editor. 

Other. members of the council 
are: G. Newcombe, J. G. Millar, 
R. C. Dixon, P. Lloyd-Kay, E. T. 
Williams, J. H. Perkes and Miss 
G. A. White (junior member). 


Wolverhampton 


‘Don’t rock the boat’ 
says copy chief 


“Don’t rock the boat” was the 
title of the talk given to members 
of the Publicity Club of Wolver- 
hampton at their opening meeting of 
the new season last week. 

Francis Harmer-Brown, London 
copy group head of Masius & 
Fergusson Ltd., gave his views on 
consumer advertising referring par- 
ticularly to quick-selling products in 
the cosmetics, confectionery, deter- 
gents and similar fields. 

He said that whatever forms 
es might take, the greatest 
amount of memorability was the aim 
of the creators of the various pub- 
licity schemes; yet he felt a certain 
amount of concern, when, in striving 
for this end, many worthwhile and 
proved ideas were sometimes 
apparently changed purely for the 
sake of change. 


Oxford 
Talk on television 


The Advertising Club of Oxford 
opened its fortnightly meetings with 
a report on the progress of tele- 
vision advertising from Alex Anson, 
sales and advertising director of 
Granada TV Network. 

Transmitting from Manchester, 
their programmes introduce “local” 
advertisements, and Mr. Anson was 


able to assure his listeners that 
shops, car dealers and even a 
haulage contractor has derived 


“immediate and noticeable” benefit 
from spot advertisements. 


Bristol 


Social evening 


As a preliminary to the coming 
winter session Bristol and West 
Publicity Club held a_ successful 
social evening last week. Among 
those present were John B. Hunt. 
president, and Mrs. Hunt, A varied 
programme included dancing, music 
and a cabaret. 
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cheaper by 


the thousand 


Whatever category of reader you have in 
mind, Reveille can offer you outstanding 
value for money. Take beer drinkers 
for instance. Here are ten of the top 
publications listed in order of cheapness. 
Compare the values for yourself. 


R. Grant Davidson, Advertisement Manager. 
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Adult beer 
drinkers Cost in pence per 1,000 
000 Col. in. in. 


Midweek Reveille 


2,623 


News of the World 


10,035 


Tit-Bits 


1,858 


People 


Daily Express 


Daily Mirror 


Weekend Mail 


Sunday Pictorial 


Sunday Express 


Sunday Dispatch 


8) 2/8) 8) 8) 2) 8) 8) 8 


Holborn 4321. 


Midweek 
Reweitlie 


Based on Hulton Survey. 
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SOW WIS 


FESTIVAL’S 
FUTURE 


The record attendance of 500 
delegates at the International 
Advertising Film Festival held 
in Cannes was a measure of the 
importance this event is assum- 
ing. 

There was something for every- 
one to learn. The Italian 
cartoon films were superbly 
imaginative; French artistry 
and cutting techniques were 
brilliant ; Dutch puppets were 
full of fun; and British pro- 
ductions delivered the sales 
message with firm insistence. 
Brought together, these quali- 
ties could lead to great 
advances in both big screen 
and television advertising. 

Next year the Festival will be 
even bigger and better. Inter- 
national Screen Advertising 
Services, the founders, have 
emphasised their desire that 
every producer should take 
part, and the International 
Screen Publicity Association 
has decided that all its mem- 
bers may take part in the 
future. 


Welcome decision 


The Milan decision will be 
welcomed by all interested in 
the future of screen advertis- 
ing, and notably by the Festival 
jury who, at their final meeting, 
expressed the hope “that not 
more than one _ international 
advertising film festival will be 
held next year and that nego- 
tiations to this end between 
ISAS and ISPA_ will be 
successful.” 

This development will mean 
many more entries, and judging 
difficulties will arise. 

Already it has been suggested that 
the event should be lengthened 
to ease the burden on the jury. 
But that would be only a partial 
solution. 


Pre-selection? 


The real answer may lie in the 
development of a system of 
pre-selection. And it may be 
necessary to conduct this on a 
national basis with a quota for 
each couatry. 

The object of the organisers 
should be two-fold : 

@To negotiate a permanent 
understanding that there 
shall be only one festival. 

@ To ensure that only the best 
productions reach Cannes. 
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Brash but brilliant—that’s Continental 


advertising 


HOSE who have been 

abroad in Europe and 
beyond in recent months—to 
study markets, or perhaps to 
see international advertising 
films—must have observed 
sharp contrasts with British 
advertising methods. 

In Britain there is constant 
carping about ethics, the so- 
called excessive stimulation otf 
the desire to possess more 
material things and of some mys- 
terious thing referred to as 
knocking copy. 

The Continentals are not so 
concerned about such things. 
Increasing numbers of them have 
a growing desire to possess more 
and better things, and they are 
not ashamed of their material 
ambitions. Their outlook differs 
sharply from that of the British 
political leader who last week-end 
called for “something better than 
the desire for bigger advertise- 


ments, more television sets and 
pound notes.” 
It is interesting to note, in 


passing, that even the critics of 
the business identify advertising 
with prosperity. 

But back .to Continental 
advertising, There are fewer 
inhibitions across the Channel, as 
delegates to the Cannes Film 
Festival observed. One screen 
advertiser had no hesitation in 
claiming that chicery makes 
women more beau..ul, while 
another was equally firm with an 
assertion of similar properties in 
his biscuits. Such claims in this 
country would certainly lead to 
raised eyebrows if not to meet- 
ings of copy-tasting committees. 

Some may sneer at the sales 
approach in European advertising 
and at the brashness of Con- 
tinental outdoor displays. But 
they cannot deny that advertis- 
ing films made in Germany. 
France, Italy, Holland, Switzer- 
land and other countries are 
packed with imaginative enter- 
tainment as well as sales punch. 


NOT OUR CUP OF TEA 


NDY McLOUGHLIN, the 
Advertising Association's 
new information officer, and 
former PR man to Middlesex 
County Council, is due to travel 
to Llandudno next week. But 
not to speak about advertising. 
He is to present to the Local 
Government Conference of the 


“Is he a first-class figure 
artist? Here, son— show 
the gentleman those five- 
pound notes you designed!” 


National Union of Conservative 
and Unionist Associations a 
paper entitled “Some Aspects of 
Public Relations in Local 
Government.” 

Mr. McLoughlin will tell the 
Tories that public relations has 
made steady progress in. practi- 
cally every sphere of operation 
except local government. He will 
advise them that “one of the 
things dogging public relations 
in local government is the mis- 
taken idea that it must of neces- 
sity cost a lot of money.” And he 
will indicate from his own experi- 


ence how a lot of free publicity 
may be obtained. 
Some local newspapers feel 


that local authorities, especially 
those who are in business with 
cafés and extensive entertain- 
ments, are already getting too 
much free publicity. 

The bulk of Mr. McLoughlin’s 


paper will deal with matters of 
purely press interest, but even a 
journalist concerned — entirely 
with advertising and marketing 
cannot resist reporting the lamen 
tation of this experienced PR 
operator that “often the press is 
invited to the ‘home’ of a local 
authority yet the common cour 
tesies normally extended to any- 
one invited home are forgotten 
and the reporters are not even 
given the facilities to enable them 
to do the job for which they were 
invited, let alone a cup of tea!” 


FISHY 


F course, public relations in 

defence of an institution or 
a trade can be carried to 
ludicrous lengths. Look at all 
the fuss there has been over a 
television play, “Flight Into 
Danger,” in which almost every- 
one in an aircraft was poisoned 
by fish. 

Fish Trades Gazette reports 
that it was inundated with tele- 
phone calls the next day from 
people in the fish business, saying 
they had never seen such adverse 
publicity given to fish as a food. 


The Gazette adds the in- 
triguing thought that “consider- 
ing all the money now being 
spent on advertising the 
industry's product, it is certainly 
most unfortunate that the facts of 
fish as a food can be so dis- 
torted.” And it would “like to 
think that commercial television 
would not have allowed such a 
damaging affront to the trade” as 
did the BBC. 

Lots of littk PR men have 
been busy trying to think up a 
scheme to nullify this dastardly 
knocking at fish. Instead, they 
should be thinking up ways of 
selling more fish. 


TOMORROW'S TOPICS 


@ A new sweet is to be launched 
shortly with “a different kind 
of television commercial.” All- 
media advertising will follow. 

@ An electrical equipment manu- 
facturing company is planning 
to enter the television receiver 
field in Britain. If the scheme 
matures there will be massive 
advertising. 

®@ New development planned in 
the hosiery market: coloured 
stockings for women “to strike 
coe of springtime gaiety in 


@A trade drive for. Australian 


products is to take place in the 
Manchester area this autumn. 


Publicitas is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 
Write to our fully equipped 
Foreign Department, 

15, Rue Centrale, Lausanne. 


@ Ready-to-heat hamburgers in 
polythene bags are to be widely 
marketed with publicity back- 
ing in the near future. 

@ Manufacturers of small house 
hold goods are contemplating 
advertising campaigns in the 
press and on TV to offset a 
marked slowing down in retail 
sales during the summer. 

@ Some of the most critical reso- 
lutions at the Conservative 
Conference in Llandudno next 
week will be concerned with 
Government and party pub- 
licity and public relations. 
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Changing her mind 


ws a (1, aia — . _ aimee eed 


OVERSEAS, International editions, 27 of them, cover key export markets. The 
British exporter can book space in London and, usually, pay in sterling. 
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ADVERTISER’S 
PRIVILEGE 


The fickleness of women is the ad- 
vertiser’s opportunity. But tochange 
a woman’s mind, you have to get 
into it. The Reader's Digest is your 
way into the minds of weil over two 
million women—-women who are 
prepared to read what you have to 
say to them. ; 
Altogether, some five million people 
enjoy this magazine each month. 
Why do they provide such a produc- 
tive market for your advertising 
message? One reason is that they are 
comfortably above the average in 
income —for instance, over a million 
of our readers own their own houses, 
and nearly a million have motor-cars. 

An even more important factor is 
our readers’ character. The Reader’s 
Digest deliberately sets out to please 
people with inquiring minds, inter- 
ested in many things, receptive to 
new ideas. Its phenomenal success— 
over a million sale in Britain, a world 
sale of over eighteen million—is the 
measure of the opportunity it offers 
to the advertiser who has something 
to say. Its readers really read it— 
pick up each issue many times as 
they browse through its articles. 
There is ample evidence that they 
read the advertisements, too. And 
they are exactly the kind of people, 
better informed than most, whose 
example is apt to influence their 
friends. 

It is because of the character of its 
readers and their pleasure in reading 
it that The Reader’s Digest is one of 
the great advertising media of 


FOR READERS WITH A GUARANTEED 1,100,000 SALE 
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ADVERTISING CASE HISTORY—97 


All the public relations stops were pulled 
out when it was discovered that an autumn 
fashion shade coincided with the 
colour of a health drink 


How to launch a new 
fashion colour 


HE recent launching of a new autumn fashion colour— 
Ribena Red—on a national scale is a public relations, 


advertising and sales promotion story from start to finish. 


It is 


believed to be the first time in this country that any consumer 
product (in this case Ribena, the well-known blackcurrant health 
drink) has inspired the promotion of a new fashion colour. 


And the story demonstrates the 
emergence of public relations 
from the narrow concept in 
which it is still regarded by many 
and illustrates the effective and 
wider role that is essentially the 
true function of public relations: 
the initiation, organisation, con- 


One of the exotic costumes—an 
apres-ski suit—revealed at the 
fashion show organised at 
Londonderry House to_ intro- 
duce the new autumn colour of 
Ribena Red. 


Walkers 


(shewcards) (UT TeTT) 


trol and implementing of ideas 
bringing together various pub- 
licity media and merchandise pro- 
motion campaigns. 

The launching of Ribena Red 
involved a leading national 
fashion magazine, 40 firms 
(most of them in the fashion 
merchandise field) with seven 
joining with Ribena in a special 
colour advertisement supple 
ment in the August issue of 
“Harper’s Bazaar.” There was 
also a top-line fashion show 
at Londonderry House before 
an audience of over 200 (in- 
cluding fashion editors), fol- 
lowed by a national promotion 
campaign with more than 110 
leading stores and over 35,000 
retail outlets featuring Ribena 
Red in window and point-of- 
sale displays. 


Wide press coverage 


The introduction of the new 
fashion colour was reported in 
the national and provincial press 
and in a wide range of the 
fashion and trade press. The 
scheme wag devised by Colin 
Hodgkinson, managing director 
of Hodgkinson Partners Ltd., 
public relations, when he was a 
director of Conville Ltd., who 
handle the public relations for 
H. W. Carter & Company 
Limited, manufacturers of 
Ribena. The organisation was 
carried out jointly by Harper's 
Bazaar and Conville Ltd. 

Early in the year it became 
known that the leading European 
fashion and fabric designers were 
favouring colours in the blue-red 
range for their autumn models. 
It was realised that these were 
identical to Ribena when diluted 

. and it was decided that, if 
possible, the new colour should 
be introduced at the same time. 


One of the fashion 
show pictures that 
carried the new 
colour name of 
Ribena Red into 
the columns of the 
nation's press. 


To act as a focal point for 
launching the colour, it was con- 
sidered essential to seek the co- 
operation of a leading fashion 
magazine, and early in February 
Harper's Bazaar were approached 
and invited to participate. They 
agreed to join in the scheme and 
to promote it through their ad- 
vertising pages and their store 
merchandising programme. 


For the scheme to succeed, it 
was necessary for a number of 


leading fabric and fashion houses 
to take part in sponsoring the 
introduction of Ribena Red by 
producing fabysics in the new 
colour, and if possible designing 
special models. 
The campaign was planned in 
three distinct but related parts. 
Firms were invited to: 
®@ Participate in a special adver- 
tisement supplement in the 
August issue 


@ Continued on page 20 


Along the stairway of Londonderry House on the day of the fashion 
show presentation of Ribena Red, was a display of showcards issued 


by the manufacturers who participated in the promotion. 


In this 


connection, over 35,000 showcards were in fact displayed by a variety 
of retailers throughout the country. 


“MANCHESTER © 


DISPLAY 
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Through the RADIO TIMES you reach the Smiths who want to 
keep up with the Joneses and the Joneses who want to keep up 
with the Smiths. Nearly 9 million* households take it every week. 
At least 19 million people read it for 9 days from Friday to the 
following Saturday week. There’s a lovely mass market for you! 
Cost-per-reply and cost-per-order ratios will stand comparison 
with those of any other medium. There’s pulling power for you! 
You can’t help but— 


Sell THROUGH scent RADIO TIMES 


CERTIFIED A.B.C. WEEKLY NET SALES JAN.-DEC. 1955— 


(8,800,715 


All enquiries to: TOM HENN HEAD OF ADVERTISEMENT ot BBO PUBLICATIONS, 35 me HIGH STREET, LONDON, W.1. 
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Fashion shade showcards 


seen in 35,000 outlets 


@ Provide models and accessories 
for the fashion presentation 

® Join in a national merchandis- 
ing promotion with leading 
stores and other retail outlets 
by providing merchandise sup- 
ported with blow-ups of their 
advertisements for use as show- 
cards in mounting window and 
point-of-sale displays. 

The Harper's Bazaar people 
undertook to approach over 2,000 
leading stores and to supply 
blow-ups of their August cover 
and editorial. 

Timing was important. 

Copy and blocks for Harper's 
Bazaar's August issue had to be 
complete by early June and, 
equally important, the fashion 
show would have to be held in 
advance of the London model 
house group presentations of 
their autumn collections. It was 
also necessary to ensure a degree 
of colour standardisation for the 
models, accessories and advertise- 
ments. 

For this, Harper's Bazaar had 
an attractive and dramatic still 
life colour transparency of a new 
Sekers fabric in a colour which 
proved to be acceptable and was 
used for the August cover. 

A wide number of dress, coat, 
blouse, shoe, jewellery, handbag 
and cosmetic manufacturers and 
their advertising agents were ap- 


proached personally by Colin 
Hodgkinson and invited to join 
in the scheme. Eight firms, in- 
cluding H, W. Carter & Com- 
pany Ltd. (manufacturers of 
Ribena), shared in the direct 
sponsoring and participated in 
the special advertisement sup- 


plement. These were Brevitt 
Shoes, Finnigans, Kangol, Lee 
Target Knitting Wools, Polly 


Peck, Susan Small and the West 
Cumberland Silk Mills (Sekers 
Fabrics). Many of the other 
firms approached participated by 
providing models and accessories 
for the fashion presentation. 


Assembling the models 


In the meantime. Miss Irene 
Williams, fashion show organiser, 
selected and assembled the 
models and accessories for the 
fashion show, which was to be 
held at Londonderry House on 
Thursday, July 19. 

In May, Harper's Bazaar sent 
a letter to a selected list of lead- 
ing store directors telling them 
that their August issue would 
feature new autumn merchandise 
and accessories in the new colour. 
This was followed early in June 
by a similar letter to other store 
and gown shops. 

A week later a letter giving 
full details of the scheme and 
the participating manufacturers 


85/ 


Housewives 
Read Local Papers 
in Kent 


KENT MESSENGER 
GROUP 


20 
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One of the window displays organised throughout the country to 


draw attention to the new autumn colour, Ribena Red. 
the store was Glaziers of Croydon. 


In this case 
Upwards of 110 leading depart- 


ment stores featured the new colour in displays and press advertising. 


was sent to 2,000 store direc- 

tors, buyers and promotion 

managers with an offer of 
window display material, in- 
cluding colour blow-ups of the 

August cover, editorial show- 

cards and streamers, black on 

white, with the slogan “You're 

Into Autumn Now” and with 

the word “Now” in Ribena 

Red, and with an invitation to 

join in the promotion. 

In mid-June, the Advance Mer- 
chandise Bulletin was mailed to 
2.000 regular recipients, giving 
complete details of the Ribena 
Red fashion presentation and new 
merchandise in the colour to- 
gether with a swatch of the 
Sekers fabric. 

And that was followed up a 
month later with their Advance 
Merchandise Bulletin printed on 
the cover in Ribena Red and 
giving the latest details of the 
scheme. 


Range of stores 


As a result of this intensive 
campaign upwards of 110 leading 
department stores throughout the 
country, and including the Mar- 
shall and Snelgrove group, the 
Army and Navy Stores, Sel- 
fridges, Dickins and Jones. John 
Barker, Arding and Hobbs, 
Bourne and Hollingsworth and 
Whiteleys, have staged Ribena 
Red window, interior merchandise 
and point of sale displays. Many 
of the stores have featured the 
new autumn merchandise in 
Ribena Red in their press adver- 
tising, and various other manu- 
facturers have asked for colour 
samples. 

Further publicity was obtained 
in a wide number of retail out- 
lets. 

Showcards provided by the par- 
ticipating firms were displayed in 
over 35,000 outlets, including 
chemists, grocers, gown shops 
and knitting wool shops. In addi- 
tion, a special colour brochure 
featuring the Harper's Bazaar 
front cover and the sponsoring 
firms’ advertisements was mailed 


Champion poodle Karina was 
the star model in the London- 


derry House fashion show to 
introduce Ribena Red. . . 
colour of the poodle’s jacket. 


to 1,000 leading store executives 
and a further 500 were supplied 
to every member of H. W. Carter 
& Company Ltd.’s sales force. 
The culmination of these inten- 
sive efforts came with the fashion 
show at Londonderry House. At 
that event the new autumn colour 
was launched before an audience 
of fashion editors, manufacturers, 
and buyers from leading stores. 
Cyril Ray, the well-known radio 
commentator anc columnist com- 
péred the show, which began with 
leather luggage—in Ribena Red 
—being wheeled on to the stage 
by a BEA porter, followed by a 
model leading a champion poodle 
wearing a specially designed and 
knitted jacket in the same colour. 
And that was the prelude to a 
display of 35 different outfits all 
featuring, in some form, an 


article in Ribena Red—the link- 
ing factor for a large number of 
manufacturers in what is claimed 
to be the largest single promotion 
seen in Britain. 
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fails Frippetss 
and flibbertygibbets 


Their language is a mixture of Sachmo and straight cockney, 
geordie or brum. Clothes by Rome out of the glossies 
—via the shop on the corner. 

Faces and hairstyles courtesy of Hollywood. 

Hearts in the pocket of Dickie, Frankie or Ronnie. 


They buy lots and lots of cosmetics, 
lots and lots of clothes. 


3,000,000 of them go dancing at least once every week. 


That’s where ** Dance News * comes in. Because 
they buy lots and lots of Dance News. 


If-you’re selling in this market . . . give us a ring. 
WATerloo 3766. 


DANCE NEWS: 76 SOUTHWARK STREET, S.E.1. ADVERTISEMENT MANAGER: LILIAN HALL. 
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Another JOHN BULL 
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WORLD 


ADVERTISER’S WEEKLY 


SCOOP! 


First serialisation of the war’s most 


incredible Escape Story 


‘THE ONE THAT GOT AWAY" 


by KENDAL BURT and JAMES LEASOR 


Again JOHN BULL demonstrates its editorial 
initiative by securing the first world serial rights 
of the war’s most incredible escape story —THE 
ONE THAT GOT AWAY—the story of a German 
P.O.W. “on the run” in wartime England. 


This world scoop—the second within a few weeks— 
is another example of JOHN BULL’s vigorous 
editorial policy; one that brings to its more than 


4,000,000 readers the world’s finest new books 
as serials, brilliantly illustrated in colourgravure 
and monotone. 


It is exciting entertainment value such as this, 
found week after week in JOHN BULL, that has 
achieved the highest A.B.C. weekly net sale 
(1,098,811)—and the highest readership—of all 
general colourgravure weeklies. 
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It may be a song, a slogan or a symbol but 
because it has a special touch it catches on—and that is 
the finest publicity there is. 

Your 16-sheets still drip with the billposter’s 
paste but they are made the subject of good-natured 
comment by the country’s leading cartoonists—and you 
know your advertising agency has this special touch. 

Since such good fortune attends only a few 
campaigns, there is all the more reason for being thank- 
ful that it has followed an appeal which concerns us all, | 
the vital “* Mind That Child” road safety drive, prepared | 
by this agency for the Royal Society for the Prevention 
of Accidents. 

Giles of the “ Daily Express” and Lee of 
““ The Evening News ”’ took up the “ protecting hand ” 
idea and so did ‘“ Punch’s” David Langdon. It 
featured in cartoons in the “ Daily Mirror,” “‘ Sunday 
Pictorial,” ** Daily Sketch * and a score of other papers. 
As daily press cuttings testify the publicity is losing none 
of its commentable quality. 


” 


It continues to earn valu- 
able and sympathetic notice for an appeal which is in 
all our hearts and thoughts. 


A medium-sized agency 


producing shrewd, fresh advertising. 


Digby Wills Ltd 


Registered Practitioners 


in Advertising 


113 High Holborn, London, W.C.1. Tel.: CHA. 4011 
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COMMERCIAL SPOTLIGHT 
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During the course of his eternal 


vigil before the screen, TELETASTER 


has spotted— 


A detergent advertisement 


with a pleasing cartoon 


OMPARISONS are odious, 
but difficult to avoid 
when one has to pass com- 


| ments on a number of widely 


differing commercials for 


similar products. 

Take, for instance, the much 
maligned and oft repeated deter- 
gents; one cannot help but com- 
pare the Daz commercial, which 
strikes terror into the heart of 
any avid viewer, with the latest 
Omo_ effort—a pleasing little 
cartoon which, although it 
retains the same sales message as 
all its predecessors, holds the 
viewer interest by means of 
amusing cartoon work and com- 
pelling voices in the sound track. 

The Tide people have also re- 
tained their same sales message 
or slogan of “next to my family, 
! like Tide clean clothes.” This 
has been repeated so many times 
that even had this been a good 
selling angle, it would have died 
the death of reiteration. Although 
the actors in these commercials 
have been varied, it does not 
really help matters. One pleasant 
looking young mother, or one 
young child, is very much like 
another when the format remains 
unchanged. 

This re-emphasises the fact 
that cartoon, if it is good, is 
repeatable, but live action soon 
becomes tedious. 

One facet of the. Tide com- 
mercial which commends itself is 
the pack shot. It ties up with the 
press advertising by showing the 
packet superimposed over a sea 
background—a nice gimmick and 
one which surely brings about a 


happy association in the mind of 
the housewife. 

[wo commercials for cider, 
which I saw repeated in the same 
evening, are the offerings by 
Bulmers and Coates. The 
Bulmers commercial (mentioned 
before in these articles) features 
the Beverly Sisters, three charm- 
ing girls who sing a pleasant little 
jingle in their own _ particular 
style. My only criticism of this 
commercial is that after having 
seen it a few times, one begins 
to realise how little one associ- 
ates it with the product. Instead, 
one tends to remember it as the 
Beverly Sisters commercial. 

This is a constant hazard when 
using outstanding personalities in 
commercials, 


Very happy marriage 


The Coates “Sweet Somerset” 
commercial impresséd me as 
being a fine example of the way 
in which cartoon can be happily 
married with live action. The 
lead-in to the commercial is the 
animation of the yokel-like figures 
on the bottle label, who sing the 
first few bars of a traditional air 
(obviously with new lyrics) in 
typical cider country accents, 
cutting to a live action shot of 
a bottle and glasses set against 
a background of leaves and sy. 
In a few well-chosen words the 
commentator adds to the thirst- 
provoking scene. 

This shot, in my opinion, 
does a really first-class job in 
appetite appeal, even to the 
bubbles rising in the glasses. 
The commercial is completed 


@ Continued on page 26 


A scene from the latest Omo commercial. 
| taster it holds its interest by virtue of amusing cartoon work and 
compelling voices in the sound track. 


In the opinion of Tele- 
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JOHN & HENRY COCKS LTD. 
CAMDEN EXHIBITION & DISPLAY LIMITED 
CAMDEN FURNITURE HIRE LTD. 


A chance to grow..... 


for TWO young Account Executives 


The John Delaney Organisation Limited plans to increase its executive 
staff to cope with the rapidly expanding exhibition contracting side 
of the group. 


There will shortly be openings for two young Account Executives to act as 
assistants to the Sales Director, Lewis Foster. 


We have a very clear idea of the types of men we require. They should 
be between 25 and 30 years of age, of good appearance and good 
education. They should also have the ability to read working drawings 
and to discuss exhibition stand details when necessary. No Selling is 
expected of them. Their job will be to establish and maintain liaison 
between our organisation and our clients, and to keep the works supplied 
with information. 


They will receive a generous fixed salary, and will be given every 
encouragement to fill higher executive positions in this continuously 
expanding organisation. 


WRITE to the Managing Director, John Delaney, giving details of 
experience and any background information which will aid assessment. 
Naturally, applications will be treated as confidential and will be seen only 
by the Managing Director. 


THE JOHN DELANEY ORGANISATION LTD. 
1, Aberavon Road, Mile End, London E.3. 


F a etx .. 
/ipm \ 
JOHN CAMDEN 
& HENRY | EXHIBITION! 
COCKS & DISPLAY 
LIMITED aA ne ie 
J Nn ad | — 
a ee ee 
s ss s« @ @ ee 
: 
> 
7 
l> 
/ 
ee , 
7 
: 
j 
EE EE TS TS ES SSS SE TS 
- a aie Z - ’ 
- ae oo eee » ne a : ; : 
ry sie _ (ae . at Sa a ba 
ae icy 1 we Sok Pr : 
, a ee oS PP 


ADVERTISER'S WEEKLY 


LN ea Ble 


4 
M4 iy); TO 


Planning next year’s 
advertising budget? 


Consider the importance of free advertising sites right in the shop 
itself. Redfern Advertising Rubber Mats are point-of-sale reminders 
that are always on display because they are welcomed by retailers as 
part of the shop furnishings. Colourful, permanent and hardwearing, 
these mats can incorporate any trade name, mark or slogan in a wide 
variety of colours. They have been used by experienced advertisers for 
a quarter of a century—put them to work in your retail outlets! 


DOOR MATS - FLOOR MATS - COIN MATS 
DARTS MATS - BOWLS MATS 


* Write for folder amusingly illustrated by EMETT. It 
gives complete details and examples in colour of these 
permanent point-of-sale reminders. Perhaps they could 
help to solve your sales problem. 

NATIONAL ADVERTISERS’ DIVISION, 
REDFERN’S RUBBER WORKS LIMITED, HYDE, CHESHIRE 


Arthur Upton Service 
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_Teletaster pays attention 
to the cosmetic ads 


A scene during the 
production of three 
Quaker Macaroni 
television commer- 
cials — “Cheese,” 
“Tomato sauce,” 
and “Scramble” 
made by the tele- 
vision department 
of Erwin Wasey 
and Co., Ltd. The 
| demonstrator is 
Marguerite Patten. 


by the cartoon figures finishing 
their song and freezing on to the 
label. An interesting point about 
this product is the advertising tie- 
up between the press and tele- 
vision—a practice which is be- 
| coming increasingly popular. 
A brace of cosmetic com- 
| mercials which bear a somewhat 
similar format are those from 
Coty and Revlon. The Coty item, 
one imagines, is a transatlantic 
offering and is by now fairly well 
known to viewers. For my part, 
I found it a trifle disturbing to 
be addressed by a young woman 
who, appearing from beneath a 
huge “picture” hat, announced 
herself as the “Cody” girl. 
Perhaps the client considers the 
glamour value of an American 
presenter supersedes this oral 
lapse. Certainly the rest of the 
commercial is convincing enough, 
| being slickly presented with the 
aid of an attractive model and 
some nice camera work. 


Not easy to follow 


It is infinitely more believable 
than the latest Revlon offering 
which I found exceedingly difficult 
to grasp, the camera switching as 
it does from Pamela Abbott to 
another actress and back again in 
bewildering fashion. The product 
is not very well served by the 
attempt to cram far too much 
selling talk into a short space of 
time, forcing the actresses to 
hurry their lines. 

In the opening shot, you can 
imagine the director, with stop 
watch in hand, urging on the 
charming Miss Abbott. This 
haste is rendered even more in- 
congruous by the rather stagy 
setting and the studied pose of 
the actresses. 

Just by cutting a few words 
from the script, both the partici- 
| pants and the viewers, not to 
mention the client, would benefit; 
the participants, inasmuch as they 
could have spoken rather than 


gabbled their lines, the viewer, 
inasmuch as he or she could have 
understood and assimilated the 
sales message, and the client, by 
selling more lipstick. 

One further blatant error is 
the demonstration of the 
almost indelible qualities of 
this lipstick. I¢ is obvious even 
to the casual eye that the model 
is studiously avoiding rubbing 
too hard at the mark left by 
the product. If we are going to 
have a demonstration, let us 
at least have a genuine one. 


Cheerful sound track 


The latest Gillette commercial 
manages to tell thegshaving story 
both effectively and amusingly. 
Using the cut-out method of car- 
toon (a more economical type of 
cartoon than tbe usual cell 
animation) coupled with a tune- 
fully cheerful sound track, it tells 
of a French artist shaving his 
portrait and being shaved in turn. 
It gives a practical demonstra- 
tion, without becoming boring or 
heavy-handed. 

The style of cartoon in particu- 
lar is better than average, simple 
and clean, and gives one the feel- 
ing that the animation was car- 
ried out with the small screen in 
mind. It does not look cluttered 
and busy, as so many cartoon 
commercials do, suggesting rather 
that they would be better served 
in the cinema. 

Hurrah! A new twist has been 
given to the Cadbury Milk 
Chocolate commercials! . In the 
latest of these, our hero manages 
to avoid spilling his glass and a 
half of milk over the head of any- 
body. But he does succeed in 
entering a board meeting flat on 
his face, and spilling his milk 
that way. This is the only altera- 
tion to the format of what has 
been an exceedingly long and 
unamusing series, and I regret it 
does not make the commercial 


@ Continued on page 28 
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| As a bookstall manager... | 


ADVERTISER’S WEEKLY 


I can usually recognize readers of 


SHE 


Well, that’s what I used to say a year or two ago, when 
the magazine first started —but now I’m not so sure. SHE 
has caught on so well with women of all ages and types 
that you never know who isn’t going to ask for a copy! 


Even husbands buy it to take home. ‘It’s a good shillings- 
worth’ one man said the other day, ‘but it costs me a packet 
in the long run. Every time my wife and daughter look at 
the advertisements they seem to find something they want!’ 


It pays to keep on advertising in Britain's liveliest monthly magazine for women and it costs only £265 a page 
F. H. Ayre, Advertisement Manager, SHE, 21 Ebury Street, London, 8.W.1. SLOane 7221 


SHE is published by THE NATIONAL MAGAZINE COMPANY LIMITED 
Publishers of : Good Housekeeping - Harper’s Bazaar - Vanity Fair - House Beautiful - She - The Connoisseur 
The Good Housekeeping Books. Proprietors of : The Good Housekeeping Institute 
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A TV commercial with a 
convincing approach 


any more acceptable. 

As a basic idea, this series may 
have had something in favour of 
it on the assumption that every- 
body laughs at the custard pie 
routine even though they know 
what is coming. But I for one 
cannot remember whether or not 
I laughed on seeing the first of 
these commercials—for it was so 
long ago. But I do know that 
any humour that may have been 
present has been “milked” dry by 
constant repetition. Just adapt- 
ing the old script does not help. 
What is required is an entirely 
new approach. 


Effective demonstration 


The Goodyear people have a 
good demonstration job in their 
tubeless tyre commercials. The 
idea of showing the car getting 
away smoothly and easily in 
almost Arctic conditions is a very 
effective one—even more _ s0, 
when a car that is not fitted with 
this particular type of tyre is 
shown sliding about in an un- 
successful effort to make a move. 

The gentleman who does the 
conversational] selling job in this 
commercial is a young man I 
have seen many times in press 
advertisements. This is the first 
time that I have seen him in a 
commercial and he acquitted him- 
self admirably. He delivered the 
sales message in a pleasant voice 
and with a sincerity of manner 
that was convincing in the 
extreme. The one flaw in this 
otherwise competent commercial 
was at the beginning when we 
saw a live action stand of the 
tyres with a voice saying “which 
ever way you look at it...” and 


while this was being said, a 
number of white cut-out shapes 
appeared around the edges of the 
screen. 

But it was some seconds 
before these became recognis- 
able as cartoon figures looking 
at the tyres from all angles. 
This is a gimmick which does 
not come off. It would have 
been better to have concen- 
trated on the stand with the 
revolving tyre and to have 
dropped the cut-outs which 
only tend to distract. 

In conclusion, a word or two 
about the latest Osram 15-second 
spot, which is the first of four 
stop motion films produced for 
GEC by Alexeieff. Because of 
a certain amount of prior pub- 
licity, | was glued to my chair 
with expectancy when the com- 
mercial was shown—but I regret 
to say I was a trifle disappointed. 


The music which is played on 
some sort of pipes is delightfully 
bird-like, but unfortunately the 
electric light bulbs which animate 
from the “nest,” are not. In- 
stead, one gets the impression of 
small halated balloons being re- 
leased. In all fairness to 
Alexeieff, I must say that this film 
is a beautiful example of the art 
of stop motion, and it cannot 
help but arouse considerable 
interest in advertising and film 
circles. One wonders, however, 
if this film is not the television 
counterpart of that well-known 
phenoinenon, the advertising 
man’s advertisement, and destined 
to suffer the same fate .. . dis- 
cussed at length by advertising 
people, and dismissed with a 
cursory glance by the layman. 


Display of Transantarctic nylon 


Photography! 

Stereograms Ltd., give.a new effective approach to the vital job 
of selling ! Stereograms make 3-D colour slides of any product 
you care to name—regardless of size or form—costing little more 
than ‘flat’ prints. 3-D photography can be carried out anywhere 
—on location, in the factory, or at your showrooms. | 
Then your customers can view ‘true-to-life’ shots through the 

illuminated hand-viewer. This tantalising way of arousing their 
natural curiosity will keep all your products in the selling-picture | 
—conveniently, realistically ! 
There’s no need now for bulky samples. Your complete show- 
room—in miniature—can be presented to prospective buyers | 
wherever they may be—day and night! They can almost feel 

the product ! So whatever your branch of industry or commerce, 

see how Stereograms 3-D colour slides sell—for you ! 


Stereograms Limited 


21 SOHO SQUARE -LONDON-: W.I. 
"Phone: GERrard 8351-2 


3D PHOTOGRAPHY REALLY 


A series of window displays are being arranged by Astraka Ltd., to 

promote nylon furleen and in particular, to banish the fairly prevalent 

idea that nylon is not warm. The displays feature garments made 

by Astraka Ltd., for the British and New Zealard parties of the 

Transantarctic expedition, and ally them with fashion merchandise 
sold in the store. 
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ALPES MARITIMES 


CANNES — 

IIIrd International Advertising Film Festival 1956. 
Following their success at Monte Carlo last year, where 
they received the premier award in the cartoon section, 
W. M. Larkins have this year received 


Le Grand Prix dISAS 
(The Supreme Prize of the Festival) 

The film which won this prize was “ Put Una Money for 
There *, commissioned for Barclays Bank D.C.O. by their 
Advertising Agents Charles Barker & Sons Limited. A 
cartoon film designed for distribution in West Africa to 
show the advantages of using the company’s banking 
service. The commentary is in ‘ pidgin’ English sung to 
specially composed music in the ‘ high life’ idiom. 
Producer—Geoffrey Sumner. Director—Denis Gilpin. Story— 
Dick Taylor. Design— Beryl Stevens and Trevor Bond. 


The only two English awards in the TV Advertising Film 
Section were won by Guild Television Service Limited, who 
received Honourable Mention for their one minute films :— 


Hands on the Wheel — Producer — lan Latimer 
Director — Frank Worth 
Boy and Ice Cream — Producer — lan Latimer 
Director — Ray Elton 
These films were commissioned for the Regent Oil 
Company Limited by their Advertising Agents C. J. Lytle 
(Advertising) Limited, and are two in the Road Safety Series. 
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TO 
MIDLOTHIAN. 


EDINBURGH — Film Festival 1956. 


Diploma of Merit awarded to Greenpark Productions 
Limited for their thirty-two minute documentary 
“Distant Neighbours”. This film, shot in Canada, 
Australia and the Hebrides, was commissioned by British 
Petroleum and is dedicated to the smaller aircraft whose 
service links the peoples of remote communities and 
pioneering settlements with the rest of the world. 


Producer — Humphrey Swingler. Directors Humphrey 
Swingler, John Durst, Roland Stafford. Cameraman 
Roland Stafford. 


THE FILM PRODUCERS GUILD LTD 


GUILD HOUSE 


UPPER ST. MARTIN’S LANE 


LONDON W.C.2 
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[HERE are no two ways 
about it where first class 
photographs are concerned... 
the simplest way is always the 
most effective. but inevitably 
the photographers find it out 
the hard way each time a new 
problem arises. 

Bearing truth to the accuracy 
of that comment is Adrian 


Photograph of 
the Month—29 


Flowers whose picture for Mon- 
santo Chemicals is our choice for 
this month. The object of the 
exercise in the first instance was 
an abstract picture of ice cubes. 
The Foote, Cone and Belding 
advertising agency had worked 
out the general idea; Flowers job 
was to get it into one photo- 
graph. 


And that was where his 
troubles started. 
The regular type of “ice” 


photograph makes the stuff 
appear difficult to see through 
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A picture that went 
better without a hand 


and it was some time before he 
found the answer. It looks 
exciting enough in reality; most 
unexciting in the shot. 

Then he found the answer 


By this means, with the minute 

air bubbles and foreign matter 

removed, the ice can be photo- 

graphed crystal clear as the 

eye usually perceives it. 

The second problem was one 
of presentation. 

The original idea was to have 
a hand in evidence dropping an 
ice cube into a glass which had 
clear water in it. But while he 
was generally fiddling about 
making all the arrangements, he 
put one cube in the empty glass 
and was setting the position for 
the tongs when he saw the drip 


i ee 
Sa Ss oe rt 
Bi, 


form from the second cube and 
realised instinctively that here 
was the real key to the solution. 


The hand was no longer a 
necessary part of the picture. 
All that was required was to 
fix the tongs in position and 
wait for the appropriate drop 
to form. The tongs were there- 
fore suspended carefully from 
fine wire and then painted out 
tor the final print. 


Flowers’ next problem was the 
usual one of lighting. He spent 
a while running through various 
combinations of studio lighting 
and then came to the conclusion 
that daylight was by far the best. 


And so it was that the simplest 
style of all proved most effective 
in the end. But let that not be 
misunderstood where the product 
is concerned . . . there is no 
belittlement in the fact. 


For one thing, this photo- 
grapher had the courage to use 
a most unusual composition once 
he was satisfied that he had 
achieved what he was set to 
show. And equally, too, the 
agency and the client had the 
courage to use it. 


N the first issue of each month ADVERTISER’S WEEKLY pub- 

lishes an outstanding commercial photograph chosen by a 
selection panel comprising a nominee of the Institute of British 
Photographers, the Editor of ADVERTISER'S WEEKLY and Ben 
Freeman. Photographs should be sent to the Editor and the test of 
eligibility is simply this . . . Is the photograph selling something ? 
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as Trapinex point-ot-sale displays are 
Summer Glory = a yaar round | cleverly constructed for pleasing 


" a ¢ ayn presentation and strong sales appeal, 


\ +f 4 from original designs produced by 
iit ii our unique team of artists and 
a designers. 
Modern methods of reproduction 


and construction are used to give 
a complete service of which we are 
justly proud. 


Ring or Write today: 


TRAPINEX 


COMPLETE DISPLAY SERVICE 


TRAPINEX LTD. DISPLAY DIVISION 


176 Acre Lane, Brixton, London SW2 
Telephone: BRixton 2057 (4 lines) 


COUNTER DISPLAYS - WINDOW DISPLAYS 
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PHOTOGRAPHY IN ADVERTISING 


for colour 


DYE TRANSFER PRINTS 
GIANT TRANSPARENCIES 
EKTACHROME PROCESSING 
DUPLICATE TRANSPARENCIES 
FLEXICHROME PRINTS 


CARBRO PRINTS 


At the Goodwood track, Stirling Moss gave the new Berkeley sports 


car a thoroughgoing test 


. and Transatlantic News Features 


were there to get the pictures. 


contact— 


STUDIOS FIFTY-ONE LIMITED 


OTOR cars in themselves 
usually manage to make 
| a good deal of space in the 
press, but somehow they never 
seem to present photographers 
with the chance of an outsize 
job. The shortly-to-be-launched 
Berkeley, however, provided 
the outsize job for Trans- 
atlantic News Features al- 

| though it is a small car. 
| The job really started a month 
| before when the prototype was 
photographed at the Biggleswade 
factory. Then the week-end 
before the news was launched 
| they got really busy. Saturday 
| they were at the designer’s house ; 
Monday back at the factory and 
Tuesday at Goodwood when 
Stirling Moss gave the car a run 

| out over the racing circuit. 


14 GREEK STREET, LONDON WI. 


PHONE: GERRARD 0016 (5 lines). 


Excellent response 


This car has been covered by 
Eddie Butler. John Antill and 
Lee Israel from every conceivable 
aspect... and they have good 
cause to be satisfied with their 
efforts. Beside the shots for 
brochures and forthcoming 
advertisements, they did 1,500 
prints over the week-end for 
handout purposes ; the COI have 


BOARDS = Form Part of a 
PAPERS: Comprehensive Range 
PADS: of Materials to the Studio 
Daily Deliveries 
(SIGNS & DISPLAYS) LTO 
QUALITY 


SILK SCREEN PRINTERS 
IN ADVERTISING 


66 WALDECK ROAD, flower Studio is 
LONDON, W.4 one that comes off 


Chiswick 3359, 1789 & 6718 in Ben Freeman's 


opinion. 


This abstract design 
carried out for 
Pfizer by the May- 


REAL SERVICE 
=. wal 
ies 


Small car pictures keep 
photo agency busy 


By BEN FREEMAN 


taken a big run for their use and 
the story-cum-pictures is being 
handled in 16 countries by 
Express syndication. 

Going now to quite the other 
extreme is this amazingly fanciful 
shot for Pfizer from Bill Angove 
of the Mayflower Studio. There 
is no purpose to be gained by 
trying to analyse this from any 
general pictorial points of view. 
Either you think it comes off or 
you do not. Personally I do. So 
here are a few items from a 
rather lengthy caption which 
may help you to decide. 

The title is “When will the 
Last Patient Die of TB?” Then 
it goes on:— 

“Will it be 2,000 AD, 2,500 
AD, 3,000 AD? Or is this 
modern scourge due for defeat 
tomorrow? One thing is certain. 
The future will bring its own 
medical problems. How, for 
instance, will the doctor treat 
stress conditions caused by space 
travel? ... And surely diagnosis 
will be reached not by an 
evaluation of symptoms and 
experience, but rather by mental 
transference of feelings from 
patient to physician. .. . 

“... Probably TB ...will... 


@ Continued on page 33 
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A photogr aph that shows f Photograph of the month 
four stages in make-up 


have succumbed to newly dis- 
covered viruses... . Will Terra- 
mycin still be the ‘wonder 
drug’? ... Or is man _ never 
destined to be whole in mind and 
body? Well, what do you think?” 

I reiterate the last question. 
Granted you lose something in a 
black-and-white reproduction of 
this abstract colour shot, but I 
fancy there’s enough left all 
right for you to ponder on. 

7 - ~ 


THE NUMBER of times you can 
produce queer effects with multi- 
ple exposures on the one nega- 
tive without ever meaning to is 
something we all encounter in 
our time. 


All the more welcome 


therefore when something in this 
connection really does come off 
as it does in the Max Factor ad- 
vertisement reproduced here- 
with, 

The idea for the presentation 
came from Crane Publicity but 
Zoltan Glass has carried it out 
beautifully and the print I had 
in from the firm was a real 
beauty. The four stages in the 
application of the cosmetic are 
obvious, but the toning-down of 
the first exposure by the subse- 
quent ones and so on with the 
following two exposures really 
emphasises the theme in striking 
fashion. 

This advertisement has had a 


This arresting pic- 
ture was carried 
out by Zoltan 
Glass at the sug- 
gestion of Crane 
Publicity Ltd. In 


Ben _ Freeman's 
opinion the Max 
Factor people 


should be highly 
pleased with it. 


RE ae 
“J Drilling the desert for better ice-cubes 


Through creaitve chemist; 


Monsanto turns yesterday's dreams into present-day reulities 


MONSANTO CHEMICALS bring @ better future closer 


This shows the “Photograph of the Month” placed in the actual half- 
page advertisement. 


and on a_ background by Studio 
Lambert. 


The aim is to give the impres- 
sion of window shoppers in 
correct perspective with the street 
scene background and other 
developments include merchap- 
dise in the foreground . . . that 
is, in the shop window itself to 
increase the feeling of the third 

- dimension. 


The final touch, of course, was 


wide showing in national 

provincial papers as well as 

magazines, and if the Max Factor 

organisation are not pleased with 

this one they certainly should be. 
* * * 

I LiKE the “Window to Watch” 
series now being produced by 
Greenlys Ltd. for the John 
Collier tailors. The photographic 
side was devised by Vic Cohen in 
co-operation with Zoltan Glass. 
The figure subjects taken through 


the shop window were imposed @ Continued on page 34 


ART WORK—WHY WAIT LONGER—WHY 


PAY MORE? 


SCRAPER by 
MALCOLM 


scraper. 
reasonable prices. 


Malcolm Morris is a brilliant specialist in head and figure 


His work is available without undue delay and at 


HUMOROUS DRAWINGS 


by 
PETER COCKERILL 


@ Many of the 
best agents are using 


us—Why not you? 


@ In addition to specialist artists, we give a tip-top 
general studio service—retouching, scraper, lettering, 
still life, layout and design. 

QUICK SERVICE — REASONABLE PRICES 


Specimens and 
quotations from 


E. W. Sellar, MASTER ART LTD., 12 Orange St., W.C.2. WHI. 2979 
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Whenever you read some really 


telling and persuasive copy, 
you may be sure that it is set 
in a ‘MONOTYPE’ face — 


for there is so wide a range 


of well-designed types 


that there is always one that 


strikes exactly the right note: 


the note that carries 


conviction. 


SET IN THE NEW HEADLINE BOLD ITALIC 


The Monotype Corporation Ltd 


MONOTYPE HOUSE, 43 FETTER LANE, LONDON, E.C.4 


MANUFACTURER: 


The most widely read and influential Fe § 
journal in the field of textiles 


EMMOTT & CO. LTD., 31 KING STREET WEST, MANCHESTER 3 
LONDON OFFICE: SO TEMPLE. CHAMBERS. TEMPLE AVENUE EC 4 


WARNES 
DIRECT MAIL SERVICE 


LONDON’S SPEEDIEST MAILING 
SERVICE. in today—out tomorrow 
Ask our representative 
to call. Keen quotations. 
liections. 


AUTOTYPE joe 


In black-and-white or colour 


j tain 
Van Co! 8191/2/3 
WARNES, 10, Station Parade, $.W.12. 


AUTOTYPE COMPANY LTD. 
RAd., Leaden, W.13. Ealing 


34 


| 


Octoper 5, 1956 


A photograph that shows 


the product as it is 


The aim of this 
picture (one of a 
“Window to 
Watch” series) was 
to give the impres- 
sion of John 
Collier window 
shoppers in correct 
perspective wit h 
the environment. 
In Ben Freeman's 
opinion it has been 
done very well. 


the reversal of the nameplate to 
enhance the shop window effect 
of seeing from the inside, those 
looking in from without. 

Those pictures I have seen so 
far show a nice tonal balance 
despite the troubles they must 
have experienced with stray 
reflections and they definitely 
convey the impression intended. 

* 


WHEN WE were at work this 
month choosing the “Photograph 
of the Month” we were struck by 
the horizontal style of the com- 
position. It is unusual to say the 
least, yet we had it in a second 
picture as well... in this shot 
of Thomas Kublin’s for the 
Butter Information Council. 

Fhe regimentation of the milk 
bottles provides an effective as 
well as factual background to the 
butter, and for once the butter 
itself does look like butter, even 
without the extra one or two little 
highlights which some thoughtful 
soul saw fit to paint in. 

And that mention of the brush- 
happy soul recalls to mind an 
instance recently when I was 
judging at an exhibition of pic- 
torial photography by a local 
society. In one quite well con- 


the window to deter! 


ete 


pee mnt! te 


This shows the’ top picture 
arranged in the advertisement. 


ceived seascape picture there was 
a grand number of seagulls in 
flight in the distance ... until 
you looked at the print sideways 
and saw that they were black 
spots to which an _ ingenious 
photographer had added a pair 
of wings. 


The regimentation of the bottles provides an effective—and relevant 


—background to the butter... 
Ben 


which really looks like butter thinks 
Freeman. 
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TYPOGRAPHY‘ IN ADVERTISING 


TV contractors achieve 


distinctive styles 


OMMERCIAL television is 

too new to this country to 
have developed traditions of its 
own in press advertising pre- 
sentation, although several of 
the programme contracting 
companies—and Granada in 
particular—have already estab- 
lished distinctive typographic 
styles in their trade press inser- 
tions. 

In very general terms, the con- 
tractors’ visual approach to the 
advertiser has adhered closely to 
a pattern that might reasonably 
have been foreseen with some 
accuracy before the independent 
services existed: dramatic, domin- 
ating and forthright—even, at 
times, to the point of brashness, 
and consciously (even self-con- 
sciously) “contemporary” in 
choice of display types. In fact, 
for better or worse, the very anti- 
thesis of that primness of typo- 
graphical gentility with which we 


PIONEER SALES & SE 


By SCRIPTOR 


associate the British Broadcasting 
Corporation. 


Associated - Rediffusion’s set- 
tings, for instance, featurigg brjl- 
liant cut-out half tones with dis- 
play lines set in Wide Latin and 
text composition in generously 
leaded and unjustified Modern, 
reveal a sensitive appreciation of 
the dramatic potentialities of 
large spaces unfettered by rule 
borders—a bleeding-off, as it 
were, of unprinted white. 


Happy combination 
The ABC ople have been 


making excellent use of Con- 
densed Sans No. 7 in conjunction 


with Plantin 110, sometimes with 


The use of Pioneer Sales Teams has become an almost 
indispensable factor to the long-term success of marketing 
new products or strengthening weak sales areas. 
Our specialist services are unique. 


als 
“,~ gimmick ! 


the nameplate set 


In addition to supplying sales 
personnel trained to obtain distribution in a concentrated area, we offer the following EXTRA services : the 
full use of our modern delivery fleet . . . free storage and insurance of clients’ goods whilst in our care... 
synchronised delivery of advertising material and a system of recording all information of value. 

Our success in this field is attributed not to claims ; it is measured in terms of an ever-increasing volume of 
repeat business with well-known manufacturers and advertising agents. 


Ask your secretary to contact us ; an estimate and preparatory scheme will be submitted without obligation. 


The interrogation marks are not justa 
These spaces on our vans 


in Plantin 
Heavy. Associated TV have 
been using Franklin Gothic Bold 
with minor display lines in Grot 
9 italic—an unexpectedly happy 


partnership. 

Agency television press adver- 
tising has tended to follow the 
stylistic trends, typographically 

of the programme 


ADVERTISER’S WEEKLY 


trast to their regular trade 
press insertions—one_ result, 
perhaps, of the wide measure 
of autonomy enjoyed by many 
departments. 


agency 

The full page for W. S. Craw- 
ford Ltd. reproduced here from 
the latest ADVERTISER'S WEEKLY 
Commercial Television Supple- 
ment is entirely unrepresentative 
but must have deli many a 
typographer reader. 


@ Continued on page 36 
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TY as an Advertising Medium ? 


In Scriptors 
opinion this adver- 
tisement must have 
delighted many a 
student of typo- 
graphy... “agency 
typography at its 
best” is his 
description. 


A the Coowten! TV. Uviam Plead aun the reemee tor 
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eer ome gemma sate thes sorted af eorkeng amd 
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TV as an Advertising Medium ? 


...ask Crawfords! — 


OS Commteed Limenad, £53 igh Matin, Camda, WE) 


can be reserved for you—free of charge— 


throughout any sales promotion scheme. 


RVICE LTD. 


16a Sheringham Road, London, N.7 - Telephone: NORth 5094 
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We deslqu and make! 
—_— 


oo” BeWise — 
\ choose Wisdom 


\ THE CORRECT-SHAPE TOOTHBRUSH @ DISPLAY UNITS 


Designed by 
MOREY (BARNET) LTD. 


@ SALES AIDS 


Whether it is metal, 
wood or wrought iron 


N WE ARE 
THE ACTUAL 
MANUFACTURERS 


Our experience of sales and practical advice is readily available to 
you. Let us submit ideas and prototypes and prove how reasonable 
and efficient a permanent display can be. 


MOREY (BARNET) 


BARNET, HERTS. 


LIMITED 


Telephone: Barnet 3222 


Piggery-Jokery . 


The gentle Elia regales us with a melancholy tale ‘ 
which describes the tragic fate of a family of pigs, 
overtaken by fire, immolated therein and con- 
sumed thereafter. He gives us a glimpse of an 
epigurean, but sadly impractical, oriental 
society, making a habit of domestic incend- 
iarism as a means of enjoying the supreme 
pleasure of roast pork — and crisp crackling. 
We smile sympathetically but with a tinge 
of superiority. Not for us such wasteful and 
roundabout processes. We have evolved 
better ways of attaining our ends. We 
have, for instance, the GRANT to 
give us, quickly and painlessly, 
crisp and tasteful layouts which 
would otherwise take hours of 
heart-burning to achieve. 
Today, in layout work, there is 
only one way to scale down or 
enlarge illustrations ...no 
more eye-strain ...mno more 
elaborate preparation.* With 
a GRANT to help us, work goes 
ahead like a house on fire, but 
without casualties. The Grant 
Production Co. Ltd., 4 Rathbone 
Place, London, W.1 (Museum 
8717), 47 Cornwall Street, 
Birmingham, 8 (Central 4131) 
and 7 Little Park Street, 
Coventry (Coventry 64978) 


eaneee*” 


*Vincent Steer, writt 
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An example of Cheltenham 
that should end prejudice 


How long does a 30 sec. nidannit last? 


Der 


with « page ie TV Morvor. Fos TV Mixror 
wah 2 es, TV-eweng readercip, © the 
pevtioct wey of caching the Gerung TV 
meg he more Ineting meu A Ue 
feme This “ double-tnage™ edvertasing an 
TV Muror » aot oaty vahusbhe a wedi new product 
eo enocmeunly enhanot the valor of a 


In Scriptor's view, 
this is the kind of 
advertisement that 
should go far to 


redeem Chelten 
ham from the 
effect of three de 
cades of neglect. 


works even when you fodow a up 
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mirror 


The delicate but authoritative 
exploitation of Walbaum and 
Walbaum Medium is in _ the 
classical tradition of agency typo- 
graphy at its best, and its details 
of leading and word spacing are 
exemplary. Art directors and 
visualisers who insist on cap lines 
for emphasis will doubtless be 
impressed to note that every dis- 
play element, apart from the en- 
larged TV eyecatcher lead-in, is 
set throughout in upper-and-lower 
case. 


Fashionable revival 


The full-page insertion from 
Crane Publicity Ltd. in the same 
supplement was very much in the 
fashion with its use of Antique 
No. 3, the most popular to date 
of the 19th-century Figgins faces 
revived during the past three 
years by the Stevens Shanks type- 
foundry. 

Among smaller insertions in 
the same issue, the single column 
of Stephens Advertising Service 
Ltd. showed outstanding typo- 
graphical enterprise with its un- 
usual but successful combination 
of Expanded Egyptian and Bas- 
kerville, and a single line each 
of Blado italic and Bembo italic. 

The Amalgamated Press weekly 
TV Mirror's full page (the 
original was in two colours, black 
and red) used Cheltenham Bold 
Condensed with that air of con- 
scious conviction that provides its 
own justification for the choice of 
a display face conventionally 
regarded as beyond the fashion- 
able rule. Cheltenham in all its 
variations of weight and width 
has been “untouchable” for long 
enough now for its deliberate 
exploitation to be perversely 
effective under suitable condi- 
tions, and given suitably skilled 

| handling. 

| The TV Mirror example wisely 
confines its use to a single display 
line, closely word spaced and 


admirably supplied with breath- 
ing room, in combination with 
generously leaded Plantin 110 
text setting and minor display 
elements in Plantin Heavy and 
Bold Grot. 

This is the clinical example of 
the kind of use of Cheltenham 
which will go far to propitiate 
prejudice and to redeem it from 
the effects of three decades of 
neglect in the advertising agency 
field. 


Basic data about 
N. Ireland 


URING the past 10 
months, Northern Ireland 
has been achieving consider- 
able success in its drive to 
create more jobs in industry 
and to diversify its economy. 
The setting up of the Northern 
Ireland Development Council 
under the chairmanship of Lord 
Chandos last November has 
given added impetus to the effort 
of the Northern Ireland Govern- 
ment. And the publication of the 
Ulster Year Book for 1956 pro- 
vides a great deal of detailed in- 
formation and statistics which 
are of considerable. value in ap- 
praising the possibilities of the 
six counties as a base for indus- 
trial development. The ninth in 
the series published at three- 
yearly intervals, it is invaluable 
for reference purposes, etc. 
While most of the information 
is in the form of concise sum- 
maries, supplemented in a great 
many cases by statistics, the 
volume also contains a special 
article dealing in detail with 
agriculture. A number of photo- 
graphs are reproduced, including 
those of Hillsborough Castle, 
Queen's University and _ the 
British Thomson-Houston factory 
at Larne. 
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CONTINUED _ expan- 

sion of the economies of 
most European countries is 
foreseen in the latest report 
issued from the secretariat of 
the United Nations Economic 
Commission for Europe. The 
report discusses separately the 
economic conditions of 
Western Europe, the Soviet 
Union, and Eastern Europe. 

In Western Europe boom con- 
ditions are particularly marked in 
France, the Federal Republic of 
Germany and the Netherlands, 
the report says, contrasting this 
situation with the sluggishness 
and difficulties of the United 
Kingdom's economy. The labou: 
supply and distribution of man- 
power has been more favourable 
on the continent than in the UK. 


Easier labour situation 


Even in Norway and Sweden, 
where labour shortage exists, it 
seems to be less acute than 
earlier, while in Switzerland and 
France it has been alleviated b 
considerable immigration, . al- 
though in France complaints of 
labour shortage are becoming 
more frequent. 

The present disparity between 
trends of overall output in the 
UK and in most continental 
countries is attributed in the ECE 
report to a greater unevenness in 
the strength of demand on differ- 
ent industrial sectors in the UK 
and the apparent slowness with 
which productive resources — 


AD MAN’S BOOKSHELF 


Market survey of Europe 
and Soviet Union 


especially labour—can be trans- 
ferred from declining to expand- 
ing sectors of production. 

The deliberate policy of re 
straint on home demand, coupled 
with a decline in some export 
demand and the slowness of the 
process of transferring labour, 
makes it likely, in the authors’ 
view, that the contrast will per- 
sist in the immediate future. 

A rapid rise in UK output 
seems improbable unless “the 
policy of redeployment of re- 
sources should be to some 
extent defeated by a sudden 
new upward surge of consumer 
demand; but there is no sign 
yet of any such development, 
despite the rapid rise in wages 
during the last 12 months,” the 
report observes. 

In the continental countries the 
immediate outlook is for con- 
tinued expansion, in most cases 
induced by the same demand 
factors as have been operating 
over the past months, although 
in Western Germany,and Austria 
exports and domestic consump- 
tion seem to be playing a more 


important role relatively to 
investment than in the recent 
past. In France it is above all 
rising domestic demand that is 
responsible. 

To conclude the analysis of 
factors responsible for present 
demand conditions, the report 
examines consumer expenditure, 
using seasonally corrected data 
that are presented for the first 
time. The indications are of 
rising consumption particularly 
marked in France, the Nether- 
lands and Switzerland, and de- 
clining consumer expenditure in 
Denmark and the UK. 


Cause of expansion 


In all countries (including the 
UK, until recently), it is pointed 
out that the industrial expansion 
in the last three years in Western 
Europe has been leaning heavily 
on the performance of the basic 
metals and metal using industries, 
which accounted for 45 per cent 
of the rise in total industrial out- 
put between 1953 and 1954 and 
for 54 per cent of the increase in 
the following year. 


Screen Prinling with a difference / 


The displays illustrated here are typical 


of the many and varied jobs which we 


produce for National Advertisers week 


by week. They are different in style, in 


appeal, in price, but they are alike in 


one essential—the quality of production. 


Shermans’ coupon dispenser is screen 


printed in five colours on plywood—it 
is bold, bright and purposeful. Clarks’ 


fal 


PLEASE TAKE ONE 
it could win you 


£75000 | 


display effuses charm and fashion with 
its montage in pastel tints and the 


brilliance of the fluorescent coat. The 


cut-out shoes are in felt and applied to 


a pastel shade of net. 
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Vehicle production is generally 
booming, and the number of 
motor cars in circulation in 
Western Europe has increased in 
recent years by something like 
10 per cent per annum. 

It is in this light that the 
authors of the report examine the 
published output plans of the 
principal European manufac 
turers, and find that production 
of motor cars in 1960 will prob- 
ably reach the 34 to 34 million 
mark, if present plans are ful- 
filled. 

With the present trend of 
exports, and assuming certain 
rates of scrapping, this would 
mean absorbing 2.8 to 3.2 mil- 
lion cars a year in Western 
European markets by 1960 and 
increasing the number of cars 
in circulation by nine to 12 per 
cent a year, compared with an 
average in recent years of 10 
per cent. 

Such an increase is considered 
“unlikely,” in the light of United 
States’ - experience, unless the 
potential demand suppressed by 
current restrictions and levels of 
taxation is allowed to assert itself. 
In spite of the extremely pre- 
carious nature of the calculation, 
the ECE experts think it reason- 
able to conclude that there 
will be increasingly competitive 
markets in both Western Europe 
and overseas. 

The report, Economic Bulletin 
for Europe, has been published 
by the United Nations, price 
3s. 9d., and is available through 
the Stationery Office. 


Masters of Display 


PRIESTLEYS of Gloucester 


COMMERCIAL ROAD, GLOUCESTER. TELEPHONE: 22281-4. 22 BUCKINGHAM STREET, LONDON, W.C.2. 
TELEPHONE: TRA 4277-8. VICTORIA BUILDINGS, 32 DEANSGATE, MANCHESTER 3. TELEPHONE: BLA 3851. 
70 CAROLINE STREET, BIRMINGHAM 3. TELEPHONE: MID 0528. AND AT CARDIFF AND CHELTENHAM 
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Wallpaper 


Paint 
Retailers’ 
Journal 


Advertisement Department : 

One Arundel Street, Strand, 
London, W.C.2. 

Telephone : COVent Garden 1612/3 


COMPLETE COVERAGE 


The Journal is published by 
the Wallpaper & Paint Re- 
tailers’ Association of Great 
Britain. 
the Proprietors or Managers 
of all Retail Wallpaper & Paint 
Shops known to the Associa- 
tion whether they be Members 
or not. 

The Wallpaper & Paint Re- 
tailers’ Journal thus gives a 
uniquely complete coverage 
of these vital Retail Outlets. 


It is distributed to 


gm 
R. P. GOSSOP LTD. 
@ Artists’ Agents @ 


36, CARTER LANE, E.C.4 
CENTRAL 6950 


} 


For the English-speaking people 
of Cyprus, the Persian Gulf and 
Beirut 


cyprus 
MAIL 


P.O. Box 334 
Nicosia 


29 Oxford St., W.! 
Ger: 0737 


“CLASSIFIEDS” 


PULL in 
Advertiser’s Weekly 
Phone yours to WATERLOO 3388 


MODERN 


PUBLICITY 


The world’s standard 


reference book on 
advertising design 


850 monochromes 
120 colour subjects 
30 countries represented 


| New 26th annual issue now 


ready Price 42s. 


Ask for free illustrated 
list of Studio books of 
special appeal to 
advertisers 


Order early 
All previous issues 
out-of-print 


THE STUDIO LTD 
66, Chandos Place, London W.C.2. 


PADDINGTON 
ADVERTISING 
COMPANY 


37 SPRING STREET W.2. 


PUBLIC RELATIONS 
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Miss Petula Clark received a bouquet when she arrived to help with 
the judging of the preliminary round. At left is H. H. L. Parsons, 


advertisement manager, 


“ Farmer & Stock-Breeder.” 


Poultry show competition 
pulls in 1,000 entries 


A NATIONAL competition 
to find Britain’s champion 
country cook has begun. 

Run in conjunction with the 
National Poultry Show by 
Farmer & Stock-Breeder—one of 
the journals which organises the 
event—the contest is open to all 
women who live on or by the 
land. The first stage was a 
simple, preliminary contest in 
which competitors were asked to 
make a Victoria sponge sandwich 
from a given recipe. A dozen 
finalists were then chosen and 
invited to come to London for 


the championship which will be . 


held at the National Poultry 
Show at Olympia on December 
5-7. 


At that event each finalist will 
be asked to prepare, before judges 
and in view of the public, a two- 
course dinner for four. They 
will be allowed to choose their 
own menu, the ingredients for 
which must not exceed 25s. at 
current market prices. 

All 12 finalists will have their 
travelling and hotel expenses 
paid, will be taken to a theatre, 


—_— Art & Photography | 
Terminus 8770/0073 


' 


and invited also to attend the 
annual National Poultry Show 
dinner. The winner, in addition, 
will receive a cash award of £50 
and there will be cash prizes for 
the runners-up. 


So far as is known this is the 
first competition of its kind. 


Over 1,000 sponge cakes were 
entered in the preliminary round 
of the contest. Judging was done 
by Miss Elizabeth Craig, the 
cookery expert, with the help of 
two others. Miss Petula Clark 
was also present to taste samples 
of the entries. 


Miss Petula Clark working on 
one of the entries—the number 
of which surprised the organisers 
of the contest. When the judg- 


ing was over the cakes were sent 
out to old people’s homes. 
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it is— 


A pro-British market that THE ALLER MAGAZINES 


° Denmark has got 1,300,000 households. Try to compare 
ealls for a loud ad voice this figure with the ABC controlled circulation figures of 


HE nation within focus this 
week—Denmark—is tradi- 
tionally a British market — a 
major portion of her exports, 
notably dairy products, find 
their way eventually into 
British homes. 
In 1955 the volume of trade 
between the two nations was as 
follows :— 


000 Kr. 
Danish exports* to 
MND cusabeceesssess 2,412,619 
(approx. 
£120 m.) 
British exports to 
a, ae 2,077,168 
(approx. 
£103 m.) 


Even from a cursory glance it 
is evident that Denmark has a 
balance of payments surplus with 
this country, although certain in- 
visible items serve to narrow this 
gap to some extent. However, it 
was agreed to pay higher prices 
for Danish farm products earlier 
this year, which may tend to 
aggravate the situation still 
further. The £17 million gap, it 
should be noted, is slightly 
greater than that of the previous 
year. 


Record of imports 


On the other hand, with Ger- 
many, her second largest trading 
partner, Denmark has an adverse 
trade balance. In 1954 she im- 
ported no less than 80 per cent 
more goods from Western Ger- 
many than she exported to her. 
Theoretically speaking, therefore, 
it would seem that all that is 
necessary is for Denmark to 
divert a certain percentage of her 
buying from Germany to this 
country. 

That is a solution which also 
seems possible in the case of the 
trade gap which at present exists 
between this country and Canada 
.. . but in practice jt simply does 
not work, because government ex- 
hortation is no substitute for hard 
selling at consumer level. Indeed, 
in many spheres British manufac- 
turers are finding difficulty in 
maintaining previous sales figures 
in the face of severe competition 
—and Denmark is no exception 
to this rule. 

Furthermore, it must not be 
forgotten that Denmark is by no 
means so dependent upon y Ham 
products for her livelihood as she 
was in 1938. 


The position is that over 30 


per cent of her total exports 
today are of industrial products 


Foreign competition is making 


deep inroads in Denmark. In the For efficient coverage 
view of a SPECIAL CORRESPONDENT _— of DENMARK: q 
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the three Aller weeklies for six months to June 30. 


FAMILIE JOURNALEN. 309,895 copies a week. 
The popular weekly for the whole family. 


FEMINA. 120,159 copies a week. The woman's 
| magazine with the increasing circulation. 
| 


SE OG HOR. 141,685 copies a week. The modern 


D E N M AR K | Danish picture magazine. 


such building, dairy THE ALLER READERSHIP SURVEY 1955 shows that 
ee oa a FAMILIE JOURNALEN is read in about 590,000 

cement machinery, a anarese | Danish households that is a coverage on 42% of the 

aan - as Ts. total households. 

men ; eve: FEMINA is read in about 250,000 households that means 

own ind is read in a iu 


a coverage on 18%. 
on a high degree of craftsman- As to SE OG HOR the readership is 300,000 households 
ship, with the result that she is and the coverage about 21 %. 
no longer able to take the same 
volume of manufactured goods 
that she imported from Great 
Britain before the war. 


THE ALLER PRESS LTD. 


Two Gifierens ects of ianpeee- COPENHAGEN 
sions which strike an Englis a 
visitor to Denmark seem to illus- | “0 — ~ PP 
trate the present position which 34 P — 784. 
exists between the two nations. hone : City 4 
There is an unquestionable | F. A. Smyth, Representative 


friendliness existing among the 
Danish people for this country— 
cultural similarities abound, and - 
of course economic ties are 
strong. The Danes pride them- 
selves that a higher percentage 
of their people speak English than 
is the case anywhere else in 
Europe. A Danish Princess 
recently spent a year at a British 
school as part of her education, 
while the second post-war British 
exhibition and accompanying 
tattoo which took place in Copen- 
hagen last year are still spoken 


of with admiration by the many will get the best share of the valuable 
who saw them. British goods | 


have such a high reputation in ; DANISH MARKET 


Denmark that many local manu- 


facturers choose British-sounding by planning your promotion in 
brand names for their products. 


Ratonse niaithet sivaliry BERLINGSKE TIDENDE 

which last year carried 50 per cent. 

Denmark shortly after the last more advertising than any other 
war, the rapid increase in Ger- 


man competition in recent years Danish daily—therefore prefer 
is most distressing. Denmark 


was, after all, occupied —— the DENMARK’S BIGGEST DAILY 


*. 


To someone who first visited 


war, and it was only natural for 
German manufacturers to en- 
counter considerable antipathy 
which had to be broken down 
before success came. 

Yet today, apart from actual 
statistics which tell a rather im- . 
personal story, one of the out- || pf ; 
standing impressions gained by a | | | 
visitor is of the amount of Ger- | 


+ 
man merchandise that is on sale || © Herli ¢ 
in the Danish stores. ; TQ: 
The example of the Volks- ~ : 
wagen’s progress—almost like a oe ee 
tidal wave—along the roads of 
Europe is by this time becoming 


@ Continued on page 40 | 


& Cidende. 


Ps 


Exclusive representatives for Great Britain: 
Joshua B. Powers, Ltd., 14, Cockspur Street, London, S.W.1. _ Tel.: WHI tehalll 3366 
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Come to 1) ENMARK 


Ry 


as ate glories of t 
a. Zt) A forget. 
“= ‘ 
Ann oy 
¢ .= the time to 


will that now exists for British goods. 


1955 has been a year to remember in Denmark. 
A wonderful summer was followed by the 
British Exhibition in Copenhagen and the 


he Tattoo, things we shall never 


British exporters and their advertising agents 
should realise that this year of 1956 will be 


consolidate the pronounced good- 
Why 


not come to Denmark and study the market 


situation on 

we always 

old friends 
And for 


the spot? Here in Politiken House 
welcome the chance of greeting 

and making new ones. 
advertising, remember that 


POLITIKEN is still the foremost medium and 


carries more display than any 
other Danish newspaper. Fullest 


information 


our London Office, 


FRANK 


69 Fleet St. E.C.4. Fle. 2811. 


and service from 


= N= 
L. CRANE” ~ 
° 


SL 


F oat 6 
| 


| Procurement 
| Denmark has been able to buy 
United States consumer goods in 


Do you want to come 


in contact with the whole 


represented in England by 

Alb, Milhado & Co., Ltd., 140 
Cromwell Road, London, SW7 
FREmantle 8592/3 


Sullands 


The big conservative Danish morning paper 


— 
DENMARK 


you cannot do it, without having 
JYLLANDS - POSTEN 


on your budget. 


nis the biggest 


where 55% of the popula- 
tion of Denmark live. 

The readers are mostly to be 
found in that part of the 
Danish population which 
appreciates better quality 
= and are able to buy 
them. 


The advertising rates are 
lower than "aaa of any other 


Nie Dosten 


Focus on 


Denmark cons. 


| somewhat stale because of repeti- 


tion. Yet, in Denmark, the story 
is the same as in many other 
countries. I do not think it would 
be exaggerating to say that 25 
per cent of the cars on Danish 
roads today are, or seem to be, 
Volkswagens, while for those 


| Danes who desire something a 


little more comfortable and 
powerful, the Mercedes-Benz is 
fast. gaining favour. It need 
hardly be added that, today, the 
Volkswagen is Denmark’s 
heaviest car advertiser, and is 
steadily increasing the size of its 
campaign. 


Denmark is not such a highly 
competitive consumer market 
as Sweden. It is no longer a 
sellers’ market, but the range 
and variety of goods available 
is often limited. 


Since the war, dollar shortages, 
for example, have been experi- 
enced and it is only as a result 
of Marshall Aid and the Offshore 
Programme _ that 


any quantity at all. Import 


| restrictions have been in opera- 
| tion since 1932 and have now 
| become an essential part of her 
| trade policy. 


These restrictions 


are often frustrating to the 


| British exporter—for example, of 


food products, who feels that 


| there is room for trade develop- 
| ment if it were allowed. 


In the 
case of cosmetics also restrictions 
are such that local manufacture 
is the only method of selling in 


| Denmark. 


Need of quality 


Despite these barriers to trade, 
the Danish people have highly 
developed tastes and sense of 
form. Their houses are fresh and 
clean, often contemporary both 


| in decoration and furnishing. 


Goods will only achieve 
lasting success if they are of 
superior quality and good 
design. Although the standard 
of living in Denmark is rela- 
tively high, it is not a country 
in which great extremes of in- 
come exist—it is what we might 
term a very “middle-class 
country”—and a place in which 
life is enjoyed to the full. 


The strong sense of design and 
modern outlook mentioned above 
have naturally influenced retail 
trading. Supermarkets are de- 
veloping rapidly, as are the food 
packaging techniques which 
accompany them. It can well be 
said that lessons learned by firms 
in doing business with Denmark 


| are often applicable to North 


America, and vice versa. 

The success achieved by the 
British Exhibition in Copen- 
hagen last year has already been 
mentioned, but it should be 
stressed that it represents a 
foundation upon which future 


| development may be built. 
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There are many British pro- 
ducts selling in Denmark today, 
some are manufactured locally 
and have achieved considerable 
success, others have extremely 
spotty distribution indeed. It is 
difficult to give a reasonably 
comprehensive list of the type of 
goods found, let us say, during 
a visit to the Magasin du Nord, 
Copenhagen’s largest department 
store. 

There are _ fabrics, both 
woollen and of cotton, made up 
clothing, such as suits, twin sets, 
etc., which have all been helped 
by the changes in _ licensing 
regulations which took place 
about a year ago and which 
altered the requirements from a 
large deposit to a flat import 


duty. 
Seen in shops 


There are also many soap pro- 
ducts, both household and toilet, 
which are manufactured locally 
and have achieved as great a 
name in Denmark as in this 
country. There are cosmetics 
and toilet goods, both for men 
and women, again manufactured 
on the spot. There are British 
polishes for both car and home, 
and windows can be seen full of 
British confectionery, certain food 
products such as biscuits, pre- 
serves—and of course tea, smok- 
ing requisites particularly for pipe 
smokers. Last, but by no means 
least, there are spirits of all 
kinds. Strangely enough, furni- 
ture and household electrical 
equipment are not very much in 
evidence, although there are cer- 
tain exceptions to this statement. 


The Danish population of 
4.3 million may only be small, 
but the potential therein for 
British goods is great. Last 
year’s exhibition did a great 
deal to capitalise on the good- 
will which exists for British 
products, and a great deal of 
publicity was gained during the 
period it ran. But continuity is 
the basis of all good publicity, 
and it does not seem that such 
continuity is being achieved in 
many cases. 

Survey of press 

Advertising media are relatively 
restricted in Denmark (the news- 
papers are the backbone), and 
they are closely followed by 
a virile magazine press which 
circulates to the extent of an 
average of two copies a week 
each throughout all Danish 
households. The publishers of 
these two types of printed media 
have taken great trouble (by 
means of surveys such as the 
Aller Readership Survey and the 
survey undertaken last year into 
the nature of the market by the 
Danish Gallup Institute on be- 
half of the Berlingske publica- 
tions) to provide statistical infor- 
mation both about the readership 
and buying habits of their own 
public. 

It is up to the British manufac- 
turer to take advantage of that 
information and to shout louder 
if he wants to compete success- 
fully with his trade rivals in 
Denmark. 
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Want to be introduced 
to the Danish Market ? 


British quality is highly appreciated by the Danish consumer. 
If you want your merchandise introduced into the Danish market 
your best and most efficient advertising media will be one of 


ADVERTISER'S WEEKLY 


for 1957 schedules. 


ANEW MAGAZINE FORMEN 


SAFARI 


A new adventure magazine 
of true-life stories and 
photographs, and travel 
the world over. 
Initial print order: 
30,000. 
Full-colour cover. Prin- 
ted litho. Type area: 


Denmark's two leading weekly e 
Hjemmet 


magazines : 
the magazine for the Danish family—read by every fifth family 


in Denmark, or 
the magazine for housewives—a weekly 
Ae fener guest in every sixth Danish household. 
Enquire for further information: 
JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, S.W.1. Tel.: WHitehall 3366 


Ww aT. Published 
monthly (15th). Page 
rate: £50. 

* FIRST ISSUE 
OCTOBER 15th 


(Closed for press) 


FIGURE & 
BEAUTY 


For the woman who wants 
to be beautiful. 

At present published bi- 
monthly, FIGURE AND 
BEAUTY will commence 
monthly. publication with 
the January 1957 issue. 


Circulation: 

30,000. 

Printed litho. 

Type area: 10” x 7}’. 
Page rate: £50. 


All Advertisement Enquiries to: 


Sidac is a transparent cellulose wrapping. 
Available clear or tinted, plain or printed, 


in types and thicknesses for every purpose, 
in sheet or reel form or made up into bags. 
For a quarter of a century Sidac has been 
supplied to many various trades and the 
experience and skill of our technical staff 
are at your command. 
BRITISH SIDAC LTD 
ST. HELENS, LANCASHIRE. St. Helens 4041 
ONDON. SALES OFFICE 


L 
12 UFTON ROAD, LONDON, N CLissold 6404 


THE ALDRIDGE PRESS LIMITED, 
27 CHANCERY LANE, LONDON, E.C.4. 


HOLborn 8655 


Published by Weider Publications Ltd., 
60, Greek Street, London, W.!. GERrard 2145 
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0 gooct hondeurfe never meapgee! 


She knows the value of a hot 
drink on a cold day ... and she 
remembers, too, the names of 
the branded beverages she sees 
advertised on posters whenever 
she goes shopping. 

David Allens have poster sites, 
strategically placed between 
residential and shopping areas, 
designed to give additional im- 
pact to such posters, throughout 
Scotland, North East and North 
West England, North Wales, 
Northern Ireland and Eire. 


i USA 
Bene me 
David Allen & Sons Ltd., 


| pe re 
‘ yA 
7, Buckingham Palace 
hie Nt Re Ans i rt London, S.W.1. 
Telephone: SLOane 0711. 
Telegrams: Advancement Sowest London. 


Area Offices in GLASGOW, NEWCASTLE UPON TYNE, LIVERPOOL, BELFAST, DUBLIN 
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THE GRAPHIC ARTS ~~ 


— A WEEKLY NEWS SURVEY 


This heading is set in Monotype Othello—a sans-serif caps-only face 


with irregular characteristics. 


The “G" is very narrow and the letter 


“M” is slightly splayed. A variation on the style is Othello Shadow. 


3.500 iph speed claim for 


Glockner Cutter-Creaser 


Frank F. Pershke Ltd. have 
now released full details of their 
new Glockner Cutter-and-Creaser, 
a machine which was mentioned 
last May at a dinner held to com- 
memorate the installation of the 
thousandth Glockner printing 
machine. 

The makers make the following 
claims: (1) Running speeds com- 
parable to those of the Glockner 
printing machine; (2) No make- 
ready required under cylinder- 
jacket; (3) Makeready can be 
stored with forme for repeat 
orders ; and (4) Operator’s clear 
visibility, accessibility of all im- 
portant parts, and sheet-control 
from feed to delivery are as good 
as on the Glockner printing press. 

Although the basic dimensions 
of the Glockner Cutter-and- 
Creaser and the manner in which 
each sheet is fed, impressed and 
delivered are similar to those of 


Layton awards 
book out 


The “Layton Annual Awards, 
1956,” has now been published 
by C. & E. Layton Ltd., of Lon- 
don. Consisting of 100 of the 
best advertisements entered for 
the 1956 competition, the volume 
is on sale, price £1 Is. 

This year’s production is 
superb. Designed by Cecil Meyer 
and printed by C. & E. Layton 
Ltd. on “Supawhite” art paper, 
the book has been bound in green 
cloth by Sundour Book Cloth 
Co., Ltd., with dustcover film- 
laminated by Celloglass Ltd. 

The judges, consisting of nine 
well-known personalities from the 
fields of advertising, graphic arts 
and publishing, spent two days 
examining the 1,178 entries sub- 
mitted for consideration. 

The advertisements, presented 
cither one or two to a page on 
the 84 in. by 11 in. format, are 
divided into five sections, with 
pride of place at the front of the 
book being given to the ad which 
won the Layton Trophy (for the 
British Trawlers’ Federation by 
Dolan Davis Whitcombe & 
Stewart Ltd.) and the winner of 
the Layton Colour Cup (for the 
Parlophone Co., Ltd. by McCann- 
Erickson Advertising Ltd.). 

This book is highly recom- 
mended to all who wish to have 
readily available a standard by 
which to judge contemporary 
advertising.—F. D. 


the Glockner printing machine, 
Pershke’s point out that the 
Cutter-and-Creaser has _ been 
designed specifically for cutting, 
creasing, embossing and perforat- 
ing of sheets up to 16 in. by 22 in. 
by .03 in. and is in many ways 
different from _ its printing 
counterpart. 

Three thousand five hundred 
iph is given as a practical work- 
ing speed rather than a maximum. 
A specific job which has been run 
at 3,600 iph was described as a 
cutting-and-creasing forme for 
oblong boxes of .01 in. board. 
Each box required 6 in. by 64 in. 
of board and the job was run 
Six-up. 

No makeready is 
under the cylinder-jacket. On the 
Glockner Cutter-and-Creaser 
makeready is carried out on a flat 
sheet of stainless steel .024 in. 
thick which is laid between forme 
and bed. Like the forme itself, 
the sheet is horizontal, fully 
accessible over its whole area, 
and is at a convenient height. 


Each makeready sheet has 
two register holes which fit pre- 
cisely over corresponding studs 
on the bed of the machine. The 
forme fits into the machine in a 
manner identical to that of the 
Glockner printing press. 
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The Glockner Cutter-and-Creaser looks very much like its printing counter- 
part and is just as economical in floor space (4 ft. 8 in. by 6 ft. 6 in.). 


The operator can watch the progress of each sheet from feed to delivery. 


Guide on the use of colour bars 


The British Federation of 
Master Printers and the Federa- 
tion of Master Process Engravers 
have co-operated in the produc- 
tion of a pamphlet on the advan- 
tages of colour bars in obtaining 
print control in colour repro- 
duction. 

This is the first joint publica- 
tion of its kind issued by the two 
Federations, and is the fourteenth 
pamphlet in the Master Printers’ 
“Precision Aids Series.” 

Recent study, it is stated, has 
shown that ink film thickness is 
of greater importance in colour 
printing than had generally been 
realised, Variations in film thick- 
ness can result in different hues. 

Colour bars, on the engravers’ 


proofs, and if possible on the 


Brown Knight & Truscott Lid. recently secured a substantial order for 
printing souvenir booklets, to be published shortly, following the Royal 
visit to the Federation of Nigeria. The booklet consists of 52 pages of 
illustrations, and 100,000 copies have been ordered by the Federal Depart- 


ment of Information, Lagos. 


The Commissioner for the Federation of 


Nigeria in London, Matthew Mbu, recently visited the Tonbridge Jactory 
of Brown Knight & Truscott Ltd. ta see the book in course of printing 


The photograph shows the Federal Commissioner (second jrom 


le, ri} 


examining the first colour sheets together with H. G. Murrell and A. W. 
Brown, works directors. 


production run, are the best 
means of controlling this ink film 
thickness. They are a ready and 
efficient check on any deviation 
from the correct colour rendering 
and also facilitate the printing of 
large formes of composite colour 
work without loss of quality in 
individual subjects. 

Recommendations are given fo: 
the printing of simple colour 
bars. The pamphlet makes the 
point that British Standard 1480 
inks have proved their basic 
soundness. It also stresses that 
“whiteness” of paper is a most 
important factor in reproducing 
hues which correspond with 
standard charts. 

Simple colour bars are added 
by engravers to proofs without 
extra charge, but only if re- 
quested by the customer when 
ordering the work. 


Printers’ boxing 
tournament 
The Printing and _ Allied 


Trades’ Amateur Boxing Club is 
to hold a tournament at London's 


Seymour Hall, on Tuesday, 
October 30, at 7.30 p.m. Novices 
competitions will be held in three 
weights and there will be special 
contests between members of 
HM Services and ABA clubs. 
Trade bouts for club trophies 
will also take place. 


New border ornament 


Montoype are distributing a new 
style of border ornament—known 
as “Glint.” Consisting of two 
18 pt. units, cut to combine with 
“invisible join,” they can be used 
together with almost endless 
variations to provide all-over 
patterns and eye-catching motifs. 
A leaflet, showing possible uses 
of “Glint” ornaments, is available 
from the Monotype Corporation. 
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HARD-HEADED 
BUSINESS TALK 


AFTER Cannes and the ISAS Ad- 
vertising Film Festival ... Milan 
and the annual meeting of the rival 
organisation, ISPA 

1 was not the only one who flew 
on to Italy. So did Jean Mineur 
and his colleague Phillipe Lebraud. 
Jean went with two ISAS prizes in 
his pocket to be elected president 
of International Screen Publicity 


Association. 
The business aspects of the two 
events contrasted sharply. At 


Cannes—keen competition for inter- 
national awatds rapidly growing in 
prestige. In Milan—a showing of 
members’ productions and plenty of 
hard-headed business talk behind 
closed doors about ways and means 
of boosting turnover. 

The shadow of Cannes fell over 
the event in Italy for two reasons: 
members of ISPA were seeking dis- 
pensation to enter the ISAS Fes- 
tival, and when their own films were 
shown several were revealed as 
Cannes competitors. 


* * * 


As in Cannes, the social side of 
the programme in Milan was ex- 
ceptional. Business over, delegates 
from afl nations were determined 
to enjoy themselves. And, thanks 
to the hospitality of OPuS, the 
Italian screen advertising concern, 
they had a great time. 

A lunch at the famous Savini 
Restaurant in the Galleria was 
Italian and memorable. And a 
dinner at the Villa d’Este at Como 
will not be forgotten—if only for 
a wild, 40-kilometre night drive 
through torrential rain. 


Facts by ‘phone... 


right away! 


At Como, Jean Mineur thanked 
OPuS for all the arrangements they 
had made for the meeting, and for 
their hospitality. 

Retiring president Charles Ruedi 
had already extended his thanks at 
the Savini luncheon, and OPuS 
chief Perio Michiara had expressed 
the view that the meeting would 
contribute to the progress of their 
work for screen advertising and help 
to increase trade between countries 
thus—in the time-honoured phrase— 
raising the standards of living. 


His English was 


a surprise 


CHARLES RUEDI surprised the 
British delegates with his command 
of the English language. It is no 
exaggeration to say that he spoke 
the language better than anyone at 
the meeting. 

I had a delightful lunch with — 
his charming wife, “Pip” Pipe 
Martin Stevens and Lionel Gale, th. the 
Rank representatives, also Mrs. 
Piperno and Phillipe Lebraud and 
his wife. 

It was a delightful restaurant, 
with excellent food served under a 
canopy of wild vine. “Nothing like 
this an London,” I said. ‘“*Marvel- 
lous food.” 

Charles Ruedi disagreed strongly. 
“What about Simpson's in the 
Strand?” he asked. 


Ring us up and we'll answer that media query 


We work so closely with the 


papers we represent that, in a very real sense, 
our othee is their office—fully able and most 


willing to help you in every possible way. 


Ask PLAYERS 


E. W. PLAYER LTD. 


30, FLEET STREET, LONDON, E.C.4. 


The London Office 


for some of the best media 


in the Country 


The hair-cream 
mystery 


ONE of the liveliest characters at the 
ISPA meeting was blunt spoken 
Pax Moren, who heads Filmlets 
(SA) Ltd. He was airborne all day 
on his trip from South Africa, and 
there was considerable sympathy for 
his suggestion that the event should 
be held in his country next year. 
He had some 
wonderful 
stories about 
marketing in 
South Africa. 
Too many of 
them were 
grim cxamples 
of British in- 
eptitude, but 
one is amusing 
enough to 
make this 
sociable col- 
umn. 

It appears 
that the 
makers of a 
branded hair 
cream were 
mystified by the vast quantities of 
their product being consumed in the 
coloured section of the market. 
Experts in London were horrified as 
they calculated that the quantities 
were many times greater than normal 
heads might be expected to absorb. 

They feared that large stocks were 
being built up in remote warehouses, 
so a little research was initiated. 
Findings: The consumers were in- 
deed consuming the product—spread 
on their bread ! 

* * * 
Two . Tresise 

members of Tresises Drip 
Mat Co. recently played a leading 
part in the rescue of the crew of 
the 240-ton tug Amcotts, which 
went aground near St. Ives. They 
are Lieut. T. K. Hornby-Priestnall, 
RNVR, sales manager of that com- 
pany and of Print & Paper Hold- 


Pax Moren 


ings Lid., and C. E. Tresise. 

They were cruising aboard the 
motor yacht “Shrimp” with the 
owner, J. E. Byrnes, from Conway 


en route for Penzance and had just 
left St. Ives in foggy conditions 
when they sighted the wreck on the 
Carrick Rocks about three miles 
west of St. Ives harbour. 

The “Shrimp” took off seven 
of the crew and put back into 
St. Ives to call the lifeboat, 
which later rescued the rest of the 
crew and beached the tug. 


An order froma 
sword-swallower 


ONE of the oddest requests that 
can ever have been received by any 


firm has come to Claude-General’ 


Neon Lights Ltd. It is from a man 
in Limerick, who has been picked 
for a television show in New York. 
He writes: 

“The main part of my act is 
genuine sword-swallowing, and I 
would like to include neon-tube 
swallowing as an item when I get 
my big chance in New York. I can 
swallow 224 inches of sword. 

“I know that you would be the 
most reliable people to make the 


special neon tube for me, if you 
undertook the job. I enclose a 
sketch of the tube for your 


guidance.” 


OctoBer 5, 1956 


Perio Michiara, of OPuS, welcomes 
screen ad men from 11 countries 
to Milan. 


Farewell lunch 


To go from London to Birming- 
ham for luncheon may seem a large 
gesture, but I was not the only onc 
who thought it well worth while 
to journey from various parts of 
the country in order to give our best 
wishes to Frank Mills, who has 
now retired from the joint man- 
aging directorship of Sheffields, Ltd. 

The party § included: 
Mills (no relation) and J. W. 
(Mills & Rockleys), C. L. Hallas 
(Lintas), J. M. Beable (AA Sites). 
H. Barrett (Wolverhampton Bill- 
posting), J. Bleakley (Manchester 
Billposting), A. W. Newton (A. W. 
Newton, Ltd.), R. Nelson (Outdoor 
Publicity), and Mr. Mills’s co- 
directors, Sir Patrick Hannon (who 
presided), N. H. Gardner (Walter 
Hill & Co., Ltd., and deputy chair- 
man of Sheffields), A. S. Wild and 
F. T. Wiley (hitherto joint managing 
director and now managing direc- 
tor), who read many telegrams of 
good wishes. 

While Frank Mills is perhaps not 
quite so widely known as some 
other members of the poster indus- 
try. his services, as Sir Patrick 
rightly said, have been of a high 
order. And when Mr. Hallas talked 
about the integrity, friendliness and 
trustworthiness which he brought 
to the industry, he was using no 
mere form of words. 

* * +. 


F our times in the last six 
months, Glovers Advertising Lid.. 
of Oxford Street, have been broken 
into. A member of the firm tells 
me that the petty cash boxes are 
now used as receptacles for soap. 
and asks me whether there is any 
foolproof system for keeping out 
burglars? 

My answer is: “When they steal 
an account. start worrying!” 


CONTACT 
WEEK'S WISECRACK 


~ 


“Heard about the natives 
eating hair cream in South 
Africa? Perhaps we could 
sell them our sandwich 
spread as a hair tonic.” 
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Have you had your copy? 


ton Evening Mews — 


T™s booklet is based on a recent research specially carried out by Market Information Services, Ltd., 24 Brook’s 

Mews, London, W.1, for Tillotsons Newspapers Ltd. In addition, many more marketing statistics have been 
compiled from local official sources. This booklet is a ‘ Must’ for every advertiser who sells or wishes to sell 
his goods in the important highly-populated and industrial area of South East Lancashire. 


Do you know that 
° 91% of the adult population of Bolton read the Bolton 7%, of the household will have bought new curtains this 
Evening News ? summer ? ; 


* 86% of the daily circulation of 86,409 copies are delivered ; 
by newsagents ? There are 10,752 houses in Worsley ? 


os . P : P 
63%, of the population of the whole of the circulation area , ‘ 
had a holiday in 1955, and 44%, of these people went away There are 147 Grocers and Dairymen in Farnworth ? 


in July ? 
i i ® Above are examples of the type of information contained 
—— in this area spent an average of £9-7-0 for a ia this boehist. 


If you have not received a copy, please write for one to the Advertisement Manager. 
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‘New’ monthly in 
new style 


Controlling interest in Creative 

omecra’ former make-it-your- 
self quarterly, has been acquired by 
Furniture Record Ltd., and the 
journal has been turned into a 
monthly from the October issue. 
The style has been modernised, and 
cover is in full colour. Adver- 
tising is under the control of M. H. 
Binstead, advertisement director of 
Furniture Record Ltd. As first step 
in a circulation drive, space has 
been booked in The Lady, Catholic 
Herald, Christian World, Methodist 
Recorder, Catholic Fireside, 
National Newsagent, Retail News- 
agent, and Smiths Trade News. The 
campaign is handled by Reynell & 
Sons Ltd. 

+ * * 


The Daily Telegraph has pub- 
lished a map of the Mediterranean 
and Middle East. It covers southern 
Europe, northern Africa, Middle 
East including Suez, and also_in- 
cludes large-scale maps of the Nile 
Delta and Cyprus. It also shows 
oilfields and oil pipelines. It is 
priced at 2s. 6d. 

* * * 


A record number of 21 adver- 
tisers supported the three consecu- 
tive “Do It Yourself’ advertising 
supplements in John Bull, the final 
one of which appears in this week's 
issue. Seven advertisements were 
carried in each supplement. 


_ Beginning with the December 
issue, Handyman is to be changed 
from newspaper to magazine 
format, and increased in size to 68 
pages. The selling price will be 
increased from 6d. to Is., the 
amount of editorial matter more 
than doubled, and a _ full-colour 
litho cover added. Print order for 
the new Handyman is 100,000. An 
extensive press and screen  pro- 
motion has been booked. New 
advertisement spaces include a solus 
one inch across the full width of the 
page at the top and bottom. Full- 
colour advertisements can be 
accepted on the litho cover, and 32 
pages are available for two-colour 
display advertisements in the maga- 
zine. 

* * * 


The October issue of The Milk 
Industry is the biggest issue of the 


journal ever produced. It is of 176 
pages, including more than 110 
pages of advertisements. The jour- 


nal also includes a special 32-page 
supplement dealing with electric 
vehicles. 


Prizewinner 


First prize of £150 in the 1956 
essay competition “Science in In- 
dustry” has been won by Nigel 
Calder. The competition, in which 
the Sunday Times gives the prizes, 
is run by that newspaper in co- 
operation with the magazine, Re- 
search. Mr. Calder recently joined 
the editorial staff of New 
Scientist, the new weekly which is 
to appear on November 22. 
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WASS, PRITCHARD & CO. LTD 


The October issue of She contains 
a free knitting booklet, and details 
of a new “She’’ dancing competition. 


The Daily Express has launched 
an Art Treasures Book Club. Sub- 
scribers will receive a portfolio con- 
taining 16 full-colour reproductions 
of famous artists’ works, plus a 
book on art appreciation every 
month for 12s. 6d. each. 


Ad rates increased 


Following the increase in circula- 
tion of TV Times to over one 
million, advertisement rates will go 
up from January 1957. New rates 
will be: unspecified position, whole 
page, £450 (from £300) and pro 
=: programme pages, half-page 
300. 


* * * 
The September 26 issue of the 
Leather Trades’ Review contained a 
review of the Shoe and Leather 
air. The issue carried a record 
volume of advertising for the 
Review—132 pages, including some 

in full colour. 
7” 


. + 
The Practical Car Owner Illus- 

trated, price 25s., will be published 
at the end of the month and will 
be distributed by the National 
Magazine Co. Ltd. A number of 
show cards and crowners are in the 
course of preparation. 

+ . 


* 

The November issue of Home 
Mechanics will be a special bumper 
issue containing a free illustrated 
supplement, “Make Your Home 
Warmer This Winter.’ Advertising 
space has been booked in the 
Daily Express on publication day. 
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* x 
The demand for books for home 
reading rose by fifteen per cent 
during the newspaper strike, states 
Winchester public libraries’ report 
for 1955-56, 

* * * 
Improved accommodation is being 


sought for Croydon’s municipal 
printing department. 
* * * 


The extension of Halifax Cor- 
poration’s printing section is under 
consideration by a special com- 
mittee. 

* * 


_ The recently-formed public rela- 
tions department of Nicholls Dorrity 
Advertising Ltd. is handling press 
publicity and PR campaigns for the 
National Pressure Cooker Co. 
(England) Ltd. and the Midland 
Metal Spinning Co. Ltd. of Wolver- 
hampton. 
* . * 

Peter Collins Press Services Lid. 
have been appointed to handle press 
and public relations for Minster 
Products (Leicester) Ltd., manufac- 
turers of toys, games and plastic 
ware. 


Tenth anniversary 


To celebrate the 10th anniversary 
of the development of their non- 
tarnishing yarn, Lurex, and the 
opening of their new London head- 
quarters, the Dobeckmun Co. Ltd. 
have this week been holding a Lurex 
International Fair in London. 

- 


A new Perspex department is now 
in operation at the Wembley fac- 
tory of Claude-General Neon Lights 
Ltd. Object is to increase produc- 
tion in view of the growing use of 
Perspex for sign making. 

* * 


New members of the Display Pro- 
ducers and Screen Printers Associa- 
tion are: Boxall Products Ltd., 
Biddulph, Staffs.; Sheldons Ltd.. 
Leeds: and Link Displays, Bristol. 

+ * . 


At an extraordinary general meet- 
ing of George Cohen Sons & Co., 
Ltd. it was decided to change the 
name of the parent company to 
the George Cohen 600 Group Ltd. 
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Last week the gremlins got into a double-page spread for Odhams’ 
“John Bull,” and the word “sale” was dropped from the headline. This 
is how the advertisement should have looked, announcing “ ‘John 
Bull’ nets the greatest home-delivered sale among all general colour- 


gravure weeklies.” 
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An important position at McCann-Erickson 


If you are now handling important consumer accounts 
we should like you to consider thisjob. If you’re a 
working designer, adaptable and versatile, skilled in 
direction, tuned in to that magic intangible called 
inspiration, aware of the inescapable impact of art 
related to marketing, we'd like you to start in working 
for McCann-Erickson, where there are more opportunities 
to test and exhibit your talents than you'd ever dreamed of. 
Bring your future forward—this job is immediate 
and it’s for top men only. 


Write or phone Miss Fiona Holmes for an appointment 
The strictest confidence will be observed 


McCANN-ERICKSON ADVERTISING LIMITED 


BRETTENHAM HOUSE, LANCASTER PLACE, LONDON, W.O0.2 
TEMple Bar 6600 
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An Alphabet 
of 
Household 
Names 


John Dewhurst & Sons 
(‘* Sylko *’) 
Dip 
Domestos 
Easiclene 


Electrical Development 
Association 


Electrolux 

Elna Sewing Machines 

Energen Foods 

English Country Cheese 

Council 

English Electric 

English Sewing Cotton 

Falco Cookers 

Flavel’s of Leamington 

Fowler, Lee 

Thomas French & Sons 
(Rufflette) 

Gas Council 

General Electric Company 

Green's Sponge Mixture 

Heinz 

Hoover 

Hovis 


—and they 


all use 


Home Economies 


the mass-influence 


medium 
e e oe 


Home Economies 


AND DOMESTIC SUBJECTS REVIEW 


9la Kensington High Street 
London, W.8. 


Western 9856 (4 lines) 


Big bread publicity campaign as 
subsidies are removed 


The bread subsidies and restrictions were removed on Monday, and to 
coincide with this event Colman, Prentis and Varley Ltd. launched a major 
campaign for Sunblest bread on behalf of their clients, Quality Bakers of 


Britain. 


Large spaces are being used in the Daily Express, Daily Herald, Dally 
Mail, News Chronicle, Daily Telegraph and Daily Mirror, and over 1,000 
insertions have been planned in 100 provincial newspapers. 

Full-page colour advertisements are also appearing in Woman, Woman's 
Own, John Bull, Illustrated and Picture Post in which the theme is the 
importance of the part played by good bread in the family life of this 


country. 


Backing up the press campaign are 16-sheet posters on sites throughout 
the country, a large amount of point-of-sale display material, full<olour 
films, and intensive advertising on all three commercial television stations. 

The slogan appearing throughout this advertising is: “ Sunblest bread is 


good bread—fresh to the last slice.” 


Foster Clark’s 
ad plans 


The theme for publicising Foster 
Clark’s products during 1956/57 
will be: “ Foster Clark’s delicious 
foods fresh from the Garden of 
England.” This was announced at 
the annual sales conference of the 
company last week. 

For the period 1956/57 less money 
is to be spent on press advertising 
and more on display and point-of- 
sale material. The press schedule 
includes 11-inch triples in the Dail, 
Express, 10-inch triples in the Dail; 
Mirror and full pages in_ the 
Daily Sketch. The Radio Times 
will also be used. Local press adver- 
tising support will be given to this 
national campaign and full pages 
will appear in the trade press. 

A window display service is avail- 
able to grocers, and showcards, shelf 
Strips, Magnetic crowners, etc., can 
be obtained. A copy of the Foster 
Clark magazine View has been 
mailed to grocers throughout the 
country. In it there is a bonus offe: 
of custard. 

Agents handling this campaign are 
London Press Exchange Ltd. 


TOMATO SPLASH 


A large advertising campaign for 
Cirio canned tomatoes will com- 
mence soon. Six quarter-pages wil! 
be used in Woman, seven quarter- 
pages in Woman's Own, seven half- 
pages in Woman's Weekly, inset 
tions in London evenings, and large 
spaces in Greater London and Home 
Counties press. Agents are A. S. 
Dixon Ltd. 


New type battery 


The Golden Crompton, a new car 
battery being marketed by Cromp- 
ton Parkinson Ltd., was shown to 
the press at the Savoy last week. 

The battery has a factory sealed 
charge (FSC), a feature “not to be 
found in any other standard battery.” 
This means that when a motorist 
wants a new battery from his 
garage it can be ready for use in 
30 minutes instead of the normal 80 
hours. The charge is built into the 
battery at the factory and only 
becomes active when the seals are 
broken and the acid added. 

Advertising support for this new 
battery includes spaces in national 
dailies, national magazines, motor- 
ing press and trade papers. Agents 
are Notley Advertising Ltd. 
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Gee get merger 
accounts 


Following the recent merger 
of Valstar Rainwear and Martin 
Ghilchick Waterproofs, Gee 
Advertising Ltd. have been 
appointed agents for the merger 
accounts of both Ghillie and 
Valstar Rainwear. 

Valstar Rainwear (a division 
of the Mandleberg group of 
companies) has been handled by 
Gee Advertising for some years. 


NEW SUNBEAM ADS 

The first of a new series of adver- 
tisements for Sunbeam Nylons 
appeared in Irish national dailies 
last week. Full page spaces for the 
series have been booked in leading 
magazines. O’Keeffe’s Ltd., Dublin. 
are the agents. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


LONDON FAN & MOTOR CO. 


LTD., for 
Partners Lid 

REED PAPER GROUP, for Foote. 
Cone & Belding Ltd.. from Janu- 
ary |, 1957 

MAPLES FOUNDRY CO.,, for Rex 
Publicity Service Ltd 

HARRISON GISSONS, furniture. 
stores, for W. S. Crawford Ltd. 

A. GALLENKAMP & CO. LTD. 
scientific appliances and labora- 
tory service; LUBGEAR (CAM. 
BRIDGE) LTD., aerials, com- 
munications equipment and nu- 
cleonic apparatus. Accounts for 
D. J. Mackridge Advertising Ser- 
vice 

LILAC LAVENDER POLISH: 
BROWNHILS MOTOR SALES. 
Accounts for Jack White & Asso- 
Ciates 

GHILLIE & VALSTAR RAIN. 
WEAR (merger accounts), for 
Gee Advertising Lid. 

LIFE & BEAUTY § (Gayelord 
Hauser Products) for John Hob 
son & Partners Ltd. 


Campaigns 


QUALITY BAKERS OF BRI- 
TAIN, using national dailies. 
magazines, women’s journals, 
provincial papers, television and 
point-of-sale material (Colman. 
Prentis & Varley Lid.) 

EDWARD SHARP & SONS, LTD., 
using commercial TV on all sta- 
tions. (Smiths’ Advertising Agency 


Lid.) ‘ 

SMEDLEY’S LTD., using cinema 
filmlets. (Gordon & Gotch Ad- 
vertising Ltd.) 

FOSTER CLARK LTD. using 
national dailies, Radio Times, 
local and trade press and point- 
of-sale material. (London Press 
Exchange Ltd.) 

SCOTT & BOWNE LTD., using 
commercial TV on all stations for 
re Hand Cream. (Greenlys 

td.) 

D. & W. GIBBS LTD., using full- 
colour pages in women’s maga- 
zines and national papers for 
Sunsilk Cream Shampoo. (Mather 
& Crowther Ltd.) 

F. WRIGHTON & SONS, LTD., 
using national dailies and home 
interest magazines for unit range 
ef contemporary dining-room fur- 
niture. (Gordon & Gotch Adver- 
tising Ltd.) 

SPILLERS LTD., using 15-second 
spots on Northern commercial TV 


Nigel Rainbow & 


station for Turog Brown Bread 
(Alfred Pemberton Ltd.) 

SANEK FOLDED TISSUE 
STRIPS, using trade press. (Foote 
Cone & Belding Ltd.) 

CHIVERS & SONS LTD., using 
commercial TV on all stations 
(Smiths’ Advertising Agency Ltd.) 

CIRIO CO. LTD., using women’: 
journals, London evenings and 
Greater London press. (A 
Dixon Ltd.) 

CROMPTON PARKINSON LTD. 
using national dailies, national 
magazines, motoring magazines 
and trade press for Golden 
Crompton Battery with FSC. 
(Notley Advertising Ltd.) 

MERRYDOWN WINE CO. using 
Evening Standard, South Coast 
papers and trade press for New 
— Vlohn  Beningion 
Ud.) 

HYGENA KITCHEN UNITS, 
using full pages in class maga- 
zines and trade press. (Alfred 
Bates & Son, Ltd.) 

SWALLOW RAINCOATS LTD., 
using spots on London and Mid- 
land commercial TV _ stations 
(Mundy, Gilbert & Troman Ltd.) 

LAWRENCE BRIGHT & CO. 
LTD., using spots on all commer 
cial TV stations for Revelation 
shirts). (Gee Advertising Ltd.) 

MAX FACTOR HOLLYWOOD & 
LONDON (SALES) LTD., using 
national press, commercial TV 
and point-of-sale material for Lazy 
shirts. (Gee Advertising Ltd.) 

SUNBEAM NYLONS, using Irish 
national papers and leading maga- 
zines. (O'’Keefe’s Ltd., Dublin.) 

SHERBORNE POUFFES, using 
commercial TV. (Gee Advertis- 
ing Ltd.) 

CHARTREUSE LIQUEURS, using 
London evenings. (S. C. Peacock 
Ltd.) 

TOKALON FACE POWDER, 
using national dailies, Sundays 
and women’s magazines. (Auger 
& Turner Ltd.) 

BRITISH INSTITUTE OF ENGI. 
NEERING TECHNOLOGY, 
using Daily Express, Daily Tele- 
graph and top executive press. 
(Cavendish Publicity Service Ltd.) 

HOBBIES LTD. using nationa! 
dailies, weeklies, Sundays and 
provincial press. (T. B. Browne 
Ltd.) 

QUAKER SUGAR PUFFS, using 
national and trade press, posters 
and point-of-sale material. (Erwin 
Wasey & Co., Ltd.) 
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ITV can now sell your product. . . 


ADVERTISER’S WEEKLY 


in half a 
million * 
midland 
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Another landmark has now been reached for Independent Television—this time in 
the Midlands—for it now has a place in the lives of over 500,000 homes. This means 
advertisers’ commercials can now be seen by 1,500,000 people in the Midland area. 

These facts are revealed by Television Audience Measurement Ltd. in their 
Midland audience report for the week ending 23rd September. 

In just over seven months, the audience for Independent Television in the Mid- 
ABC TELEVISION LTD. lands has increased by no less than 84%. And that audience is growing so fast that 
by the end of the year over 600,000 homes in the Midlands will be receiving ITV 


(WEEKDAYS) 


A C programmes. 
After only one year the success of ITV has been truly amazing. The initial period 
- of uncertainty is over. It has already been established that 3 out of every 5 viewers 
(TELEVISION) with a choice of TV viewing prefer ITV programmes. From a sales point of view, 
VV 


ITV has emerged as a most powerful advertising medium—one which has proved 
beyond doubt its ability to sell goods faster than any other medium, and to 
(WEEKENDS) establish brands in highly competitive markets. 


* The New Midland Audience Figures 


ISSUED JOINTLY BY THE MIDLAND PROGRAMME CONTRACTORS 
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The Royal Automobile Club retained the Cade Cup for the fifth year in 
succession by defeating the London Press Club Golfing Society, by three 
matches to one, at the RAC’s County Club, Woodcote Park, near Epsom. 


Here Laurence Cade (motoring correspondent of the 


“Star’’) presents the 


Cade Cup to Reg Odell (RAC golf captain). Left to right: C. Ford, M. Tait, 


R. B. Moore, H. Lewis, L. Cade, V. 


Brodsky, A. G. Polson, R. Hinder, 


P. Gregory (behind), T. LI. Demery, R. Odell, O. N. Williams, R. Samwell, 
P. Smith, P. H. Tovey, J. J. Busson (RAC professional), and P. G. Baxter. 


GOLF 


NEWS 


George Dunbar to be 
new NAGS captain 


George Dunbar is to be next year’s captain of the Newspaper and 
Advertisers’ Golfing Society, with T. V. Boardman as vice-captain. 
John Coope and W. J. Hinks join the committee. 


These elections took place at the 
annual general meeting of the 
Society which was held at Went- 
worth last week after the autumn 
meeting, played under the captaincy 
of E. Gianviill Benn. Some 89) 
members joined in cheering both 
Mr. Benn on his successful year as 
captain and Mr. Dunbar on his elec- 
tion to lead the Society in 1957. 

The day's golf was played in fine 
weather. Results: 


East course for the Canadian 
Pacific Trophy—G. Ward Gough; 
runner-up, E. A. Hertz; best first 
nine, C. O. Lock; best second nine, 
K. Brown. West course for the 
Lord Camrose Trophy—P. E. 
Deverall; runner-up, E. C. Millard, 
after a tie with A. H. Mclsaac; best 
first mine, MclIsaac; best second 
nine, D. Passmore. E. Noel Layton 
Scratch Goblet—M. B. Critchlow, 
after a tie with W. A. Slark. Tigers’ 
Trophy (handicaps plus to 7)— 
Critchlow. John Cook Trophy 
(8-14)—G. A. G. Selby-Lowndes. 
La Coupe de Lapins (15 to 20) 


Hertz. Old Nags Cup—L. W. 
Needham, after a tie with Millard. 
Weight for Age Trophy—J. S. 
Netter. National Trade Press 


Trophy (best aggregate spring and 
autumn meetings)—Selby-Lowndes. 

Foursomes, for the Captain's 
Prizes. East course—J. Reeves and 
T. K. Taylor; runners-up, R. B. 
Fester and W. S. Robinson; best 


first nine, E. N. Evans and A. 
Hunter; best second nine, W. E. 
Osborne and Slark. West course— 
Hertz and H. R. Maughan; runners- 
up, R. E. Bett and N. Holland; best 
first nine, K. Braddon and R. Perks; 
best second nine, P. S. M. Auld and 
Lock. 

The 1956 season ended with a 
supper which, like the golf itself, 
was attended by a record number of 
members for an autumn meeting. 


Poppinjays 
Autumn meeting 


The autumn meeting of the 
Society of Poppinjays was held at 


Laleham-on-Thames on _ Saturday. 
Results : 

Helen O'’Poppins Trophy—Peter 
Jackson; runner-up, Vingoe. 
Raiment Cup (handicaps 18 and 
over}—P: Jackson. Barlow-Lawson 
Founders’ Trophy—L. Barlow- 
Lawson. Hidden Holes Prize- 


Arnold Bentley. Foursomes : George 
Jackson and J. Sime; runners-up, 
P. Jackson and H.R. Simmons. 


In the unavoidable absence of the 
president, G. Ward Gough, the 
prizes were presented by “Tony” 
Harris. Among those who gave 
prizes were Mrs. Brookes, of 
Poppins, and W. J. Chappell. 


ca 
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85 per cent of Kent homes read 
local newspapers 


A “Market Survey of Kent,” 
commissioned by the Kent News- 


paper Proprietors’ Association 
from Social Surveys (Gallup 
Poll) Ltd. has been published. 


Its purpose, says the foreword, 
is to provide detailed informa- 
tion about the characteristics of 
the households of Kent, their 
possessions and their income and 
expenditure, and the extent to 
which they take local papers. 

Interviewing took piace be- 
tween March 16 and April 17 
this year. Some 62 Gallup Poll 
interviewers were used. 

For the purpose of the survey, 
the county was divided into three 
groups: municipal boroughs and 
urban districts with a population 


of over 25,000, municipal 
boroughs and urban _ districts 
with a population of under 


25,000, and rural districts. 

In a number of selected areas 
from each of these groups, 
addresses were chosen at random 
from the electoral list. 

The survey shows that local 
newspapers are taken by 85% of 
the homes in Kent. Of these, 70% 
have them delivered, and in the 
other 15% collected. In some 
33%, of homes whene local papers 
are read, the paper has been taken 
for 20 years or over. 

Detailed profiles of the homes 
surveyed are included—kinds of 
stoves used for cookings; the 
numbers of radio and TV sets, 
cars and bicycles owned; the 
amounts spent last year on cloth- 


TV shows from the 


Fabrice Fair 


Both the BBC and ITV have 
this week broadcast television 
programmes from the National 
Fabric Fair, which opened on 
Monday at the Royal Albert 
Hall, and closes today (Friday). 
The BBC gave a 30-minute 
broadcast on Tuesday, and on 
Wednesday afternoon there was 
an hour’s programme on ITV. 

At a special invitation fashion 
parade on Monday, V. G 
Sherren, managing director of 
National Trade Press, organisers 
of the fair, said that the textile 
industry had had “a bad time” 
during the past few months, but 
he was sure that in this show 
there could be seen “the new 
spirit in the textile industry.” 


Groups of players and guests relax after the NAGS meeting. 


Benn, the retiring captain. 


In the centre of the centre group is Glanvill 


ing, cosmetics, furnishings, furni- 
ture, household equipment, and 
holidays; the sizes of families; 
and sizes of income. 

A final analysis of the survey 
shows that in a number of 
respects there is evidence that 
Kent households have higher- 
than-average incomes. For ex- 
ample, 96% carry personal or 
property insurance, 97% have an 
electricity supply, 47% own or 
are buying their homes, and 40% 
possess television sets. 


New edition of 
‘Advertisers’ Aid’ 


The Newspaper Society has 
published a new edition of 
Advertisers’ Aid. Its leading 
feature is a 60-page section of 
tabulated newspaper data. This 
section, arranged by counties, 
includes all bona fide newspapers 
and lists display advertisement 
rates, net sales, mechanical data, 
names of advertisement man- 
agers, etc. 

The information has been com- 
pletely checked and revised, says 
the Society. The majority of the 
net sales figures relate to the 
period January to June, 1956, 
and all are certified by either the 
Audit Bureau of Circulations or 
by independent auditors. Adver- 
tisement rates and other details 
are those operating on Monday. 

Complimentary copies of 
Advertisers’ Aid have been sent 
to all recognised advertising 
agents and to more than 1,000 
leading advertisers. The Society, 
as far as supplies permit, will 
send a complimentary copy to 
any advertiser who has not 
received one. Additional copies 
may be obtained at 21s. 


Ad Man’s Diary 


Monday, October 8 
INSTITUTE OF PACKAGING (Manchester 
branch) meeting. Old Nag’s Head, 


Jackson Row. 6.30 p.m 
INSTITUTE OF PACKAGING (South 
Wales & Mon. branch) visit to 


Hoover Factory, Merthyr. 2.30 p.m 
PUBLICITY CLUB OF LEEDS Public 
speaking meeting. Great Northern 


Hotel. 6 p.m. 

BaisToOL & WEST PUBLICITY CLUB 
Luncheon meeting. Royal Hotel. 
Tuesday, October 9 
ADVERTISING-PRESS CLUB. Mecting. 
Shelbourne Hotel. 8 p.m. 
INCORPORATED SALES’ MANAGERS 
ASSOCIATION Conference Festival 
Hall. 9.45 a.m. to 5 p.m. 

REGENT ADVERTISING CLUB Meet- 


ing. 6.30 p.m 


BRADFORD PUBLICITY ASSOCIATION. 


Meeting. Victoria Hotel. 7.15 p.m 
WOMEN S ADVERTISING CLUB OF 
LONDON Dinner. Trocadero. 7 
for 7.30 p.m. 

PUBLICITY CLUB OF NOTTINGHAM, 
Luncheon meeting. Bell Hotel. 
1 p.m. 

Wednesday, October 10 

INSTITUTE OF PUBLIC RELATIONS. 
Luncheon meeting. Criterion 
Restaurant. 12.45 p.m. 


MANCHESTER PUBLICITY ASSOCIATION 
Annual general meeting followed by 
luncheon meeting. Cafe Royal. 
Thursday, October 11 

BRITISH SALES PROMOTION ASSOCIA- 
TION. Monthly meeting. Manage- 
ment House. 6.30 p.m. 
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PUBLISHING HOUSE requires 
ADVERTISEMENT REPRESENTATIVE 
Salary, commission and expenses 
First-class opportunity for men experienced 
in Guide and Periodical media who wish to 
improve on their present earnings 
Write in confidence to 


Box 4613 
Advertiser's Weekly 180 Fleet St EC4 


INDUSTRIAL PUBLICITY. Prin- 
cipal of small London agency 
handling important industrial 
accounts, seeks competent assistant 
with flair for presenting technical 
subjects in an effective and forceful 
manner Unlimited scope and sup- 
port for _ right man Write, in 


confidence 


Box 4549 Ad. “Weekly 180 Fleet St EC4 


PRODUCTION 


Assistant to Group Leader 
in West End agency handling 


51 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s. per line, 45s. per 
APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per disptay alae meh. 
classifications, 4s. 6d. per lime, 50s. per display panel inch. Minimum, 3 lines. Box 
No. charge, one lime plus Is. covering postage, etc. Series rates on application ; all 
meee ~~~ under seven insertions MUST BE PREPAID. Address “Advertiser's 
leekly.”" 180, Fleet Street. London. E.C.4. WATerioo 3388 (Bx. 25) 


APPOINTMENTS VACANT 


MEDIA MANAGER 


A medium sized agency, nationally known, offers an 
opportunity for a man or woman with a wide 
knowledge of media. 


Applicants must have a sound knowledge of the 
techniques of media planning in all spheres and be 
capable of creating media schemes which dovetail 
into the overall marketing plan. 


To a man or woman with these qualifications, plus 
an ability to organise and control a department, a 
four figure salary will be paid. Our own staff have 


a ; 


ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


2 SPACE SELLERS 


male or female, free-lance, residing in 
Birmingham and Manchester area 
required for a new industrial monthly 
and an established textile monthly, 
both with official backing, Good 
connections industry, textile trade, 
agency contacts. If successful further 
established publications will be handed 
over. Please write. 


Box 4642 
Advertiser's Weekly 180 Fleet St EC4 


MIDLANDS REPRESENTATIVE re- 
quired to be resident in Birmingham 
and Midlands area by well-known 
technical journal publishers Some 
space selling experience essential 
This is a permanent position, offering 
plenty of scope for keen, young man 
Write full details of age, experience, 
etc., to United Trade Press, Ltd., 
9 Gough Square, London, E.C.4 


National accounts. been advised. 
The man for this job 


must have had at least 


2 years’ experience ina 


first-class agency. 


Apply to Managing Director, 
Box 4594 
Advertiser’s Weekly 180 Fleet St EC4 


TYPOGRAPHER 


An interesting and progressive 
position is available for an experi- 
enced agency typographer, able to 
produce accurate type mark-ups 


A zayet ‘ = ADVERTISING. Junior required for 
Applications with full | production department of small 
letails to: Technical Agency in Holborn. Excel- 
detaus to. | lent opportunity to learn business 

: | Five-day week 
Managing Director, | Box 4663 Ad. Weekly 180 Fleet St EC4 


LAYOUT ARTIST, with typographical and adaptations. 


knowledge, able to execute finished | . 

line work Opportunity for indivi- Write or "phone Creative Director 
dual with initiative Write, stating ‘ 
experience and salary, to CRANE PUBLICITY LTD. 
Box 4664 Ad. Weekly 180 Pleet St BC4 


Adam House, One Fitzroy 
Square, W.1. 
Euston 806! 


GENERAL 
ARTIST 


required 
Apply Mr. Trevor Bird, 
ARTPLAN Ltd. 


VERSATILE CLERK required for 
varied work in accounts department 
of growing agency. Ability to main- 
tain co-operation with other depart- 


a HARRIS, DOBBY & PARTNERS 
% ,’ 
Advertiser’s Weekly, . LTD. 
180 Fleet Street EC4 First-class RETOUCHING 
and 
ART eeeres wanted by leading | u a 
Publishing ouse for important | . 
Woman's Paper. The position | Good Salary for the right men. 
carries an adequate salary, and a Write, phone or call. 
woman would be favourably con- | 44, Essex St., W.C.2. CEN. 5304. 
sidered if she has experience of pre- | 
paring layout for the photogravure | REPRESENTATIVE required by old- 
rocess. Apply | established company for new media 
Box 4649 Ad. Weekly 180 Fleet St EC4 Permanent position for competent 
EXPERIENCED SPACE SELLER, free- | man High rate of comfnission or 
lance (male or female) in London | salary and commission References 
area required my? - ablished . textile | essential Magnet Advertising Co 
monthly Please Lid., 91 Stoke Newington Church 
Box 4641 Ad Weekly “180 Fleet St EC4 Street, London, N.16 


MAYfair 2251 ments important Please write or 

"phone General Manager, Digby Wills 

COPY/LAYOUT MAN by — small Ltd., 113 High Holborn, W.C.1 
London Agency We do not require CHA. 4011 

a man who has specialised as a GENERAL ARTIST required for 

Visualiser or Copywriter, but one Agency Studio Lettering essential. 

who can create layouts and write the Write, giving details of experience 


copy for press ads.. leaflets, folders, and salary required. Joughin _Adver- 
etc. Write full details, age, salary, to tising, 23 North Street, Guildford, 
Box 4662 Ad. Weekly 180 Fleet St EC4 Surrey. 


TO 
FORWARD-LOOKING 
ACCOUNT 
EXECUTIVES 


Here is a good progressive job at an interesting salary in 
an Agency that matters and has a special reputation for its 
handling of industrial accounts. We need an experienced 
executive who can discuss policy with clients and intelli- 
gently interpret that policy at the agency end. The right 
man wili be around 35 and will have practical knowledge 
of production, print and press campaign planning. He will 
be supported by a first-class team—about eighty of us— 
and will work in an Agency (IPA) whose reputation is 
high and still climbing. 


Staff pensions and assurance schemes are in being. 
Write stating age, experience and starting salary required to 


Box 4680 
Advertiser’s Weekly 180 Fleet St EC4 


WOMAN 
COPYWRITER 
WANTED 


An exceptional opportunity in a 
leading London Publishing House 
awaits a first-class woman Copy- 
writer. The position offers a 
generous salary with excellent 
prospects. 5-day week. Applica- 
tions will be dealt with at high level 
in strict confidence. Write, giving 
full particulars of experience, age, 
salary required, to Box 4626, 
Ad. Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


We want a 
DISPLAY 
STIMULATOR 


We are a well-known Agency (among the top 
twelve). We are needing a responsible executive 
to stimulate new display aids of all kinds for 
important clients. He will need to study retail 
outlets of all trades, check effectiveness of our 
present client material, and make recommenda- 
tions for showcards, cut-outs, gimmicks, tablets, 
wire displays, stands, etc., which are right for the 
particular client’s needs. He will supervise the 
planning and preparation of same along with 


other executives. 


We have a buyer. What 
we need is a man who is probably with a display 


company ; who has a flexible and an enquiring 


We have visualisers. 


mind on the whole display question. 


Cardboard, glass, iron, paper, plastics, wire and 
wood are the raw materials, plus the important 
facility of assessing clients’ outlets and their 
display restrictions, and overcoming them with 
units that are a jump ahead of competitors—units 
that get used because they are properly planned. 
We do not want a showcard representative. If you 
think you match up, write in confidence, stating 
age, earnings, detailed information on your ex- 


perience, and giving name of present Company. 


Box 4605 
Advertiser’s Weekly 180 Fleet St EC4 


Octoser 5, 1956 


“CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


FASHION ARTIST required (male or 
female) South Wales area. Store 
experience preferred Apply in 
writing, stating experience and salary 
required, to 
Box 4627 Ad. Weekly 180 Fleet St EC4 


LADIES ONLY 


Will South Kensington be more 
convenient to you? Will a posi- 
tion offering full scope for you to 
use your practical production ex- 
perience handling, on your own 
initiative, the production for a 
group of accounts in an agency, 
interest you? If so, write an in- 
formative letter—which will be 
treated in confidence—to : 


C.F.C., 18 Thurloe Place, S.W.7. 


SECRETARY SHORTHAND TYPIST 
required by Advertising Agents. Age 


25 or over Five-day week. Salary 
according to age and experience 
Peers & Associates Ltd., 1 and 2 
LANgham 


Langham Place, W.1 
8434 


RETOUCHER 


required for Studio in London for 
Black and White and some Colour 
Work. Competent handling of Airbrush 
essential. Full particulars to Art 
Director, 


Box 4632 
Advertiser's Weekly 180 Fleet St EC4 


TECHNICAL ARTIST required with 
ability to produce layout for Adver 
tising Also a first-class Retoucher 
wanted Bonus and pension scheme» 
operating. Write 
Box 4600 Ad. Weekly 180 Fleet St EC4 


ASSISTANT (female) required in Art 


Buying Department of London 
Agency Previous experience not 
essential Five-day week Staff 
restaurant. Apply, stating age and 


saiary required, to 
Box 4606 Ad. Weekly 180 Fleet St EC4 


ARTIST 
good all-rounder. 
INTO | frei 
A KING | tis ses 
or write 


Box 461! 
Advertiser's Weekly 180 Fleet St EC4 


you will be 
treated that 
well; if you area 


LAYOUT AND 
IDEAS MAN 


Leading London Publishing House offers opportunity 
to imaginative LAYOUT MAN capable of producing 
“ roughs ” and finished layouts, adaptations for hard- 
sélling press advertisements, posters, 
and mailing shots. Good prospects for applicant with 
right experience and flair. Write, giving details of 


career, qualifications, age and salary required, to 


Box 4625 
Advertiser’s Weekly 180 Fleet St EC4 


showcards, 


WOMAN, with good Advertising back- 
ground, required for responsible post 
with small agency Experience of 
Space Buying and Client Contact 
essential and some knowledge of 
Production useful Excellent oppor- 
tunity for conscientious person 
capable of taking charge Write, in 
confidence, giving full details and 
salary required, to Managing Director, 
Marshall Hardy Ltd.. 18 Old Town, 
London, S.W.4. 


ARTISTS ASCENDING 


Designers who are still rising and are 
anxious to arrive will find the right 
atmosphere in our creative studios. 

They must have already risen quite a 
long way and have had agency ex- 
perience of press advertising. 

We are also seeking FINISHED 
DRAWING ARTISTS who have had 
experience in black and white, colour 
and retouching. 

A happy team, good salaries and 
staff pension scheme offered. 


Apply Creative Director, 
J. Peers & Associates Ltd., 
Summit House, 
1 & 2 Langham Place, London, W.1 


Phone your classifieds to WAT 3388 ( Ex. 25 ) 


Experienced 


LETTERING 


ARTIST 
required 


phone or call 
STUDIO SEVEN LTD. 
KINGSBOURNE HOUSE, 
229/231, HIGH HOLBORN, W.C.!. 
HOLborn 9357/8 


ASSISTANT TO HOUSE ORGAN 
EDITOR AND PRESS OFFICER re- 


quired, preferably young man. Ex- 
perience in this direction, or other 
journalistic work essential. Ability to 


interview, write features and work on 
own initiative. Knowledge of print 
production an asset. Applications in 
writing, with fullest details of experi- 
ence. age and salary required, to 
Personnel Manager, Pressed Steel 
Company Limited, Cowley, Oxford. 
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OcroBer 5, 1956 ADVERTISER’S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


KNITTING SUB-EDITRESS required 
LETTERING ARTIST 


A first-class fully experienced artist is 
required for work on national accounts. 
Only fully experienced applicants should 
apply 35 hour week Honus Scheme, 
etc. Write or ‘phone secretary 
ERNEST GROVE LTD. 
5, Great Queen Street, 
London, ©.2. 
HOLborn 1676 


IF YOU ARE a successful Printers’ 
Representative, but feel you could do 
even better with a more versatile 
plant, we are the Company tor you 

~ We need Representatives because of a 
rapid expansion scheme in al] our 
departments Generous terms could 
be arranged to help over the transi- 
tionary period 
Box 4601 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED REPRESENTATIVE 
required by Silk-Screen Studios. Write 
Box 4620 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTATIVE 
required for the Birmingham area, free- 
lance, good connections with national 
advertisers and agents, mainly industry, for 
seven well-established magazines ano year- 
books without competition, with official 
backing for home and export trade. Large 
advertisement sections and feature adver- 
tising. Write 
Box 4607 
Advertiser's Weekly '80 Fleet St EC4 


for leading publishing house Must 
be experienced and thoroughly used 
to sending large quantities of copy 
to press each week 

Box 4604 Ad. Weekly 180 Fleet St BC4 


OPPORTUNITY 


PUBLIC 


RELATIONS 
Wanted 


Editorial staff with particular 
experience of the fashion, beauty, 
motor, cycleand electrical trades. 
Secretary. 


Please telephone GERrard 
8811 for an appointment. 


for alert young man 
who has completed National Service 
to learn advertising agency routine 
in growing organisation Essential 
qualifications: Accuracy, an eye for 
detail, and willingness to learn. 

Box 4621 Ad. Weekly 180 Fleet St EC4 


Experienced 


wanted 


in strictest confidence. 


and salary required to 


TYPOGRAPHER 


for Press and Promotion material in a leading 
London Publishing house. 
5-day week. All applications will be treated 
Please write and 
supply details of age, experience, qualifications, 


Box 4624 
Advertiser’s Weekly 180 Fleet St EC4 


Good salary. 


MASTER ART 
MUST HAVE 
RETOUCHERS 
LETTERERS 
SCRAPER & 
GENERAL ARTISTS 


STAFF OR FREELANCE 
FIRST-CLASS ARTISTS ONLY 
Write or ‘phone 


12 ORANGE ST., 
WHI. 2979 


W.C.2. 


MEDIA PLANNING DEPARTMENT. 
Leading London Agency requires 
Assistant, preferably with previous 
experience of Media Estimating and 
Scheduling. Accuracy with detail and 
figures essential Interesting position, 
working (under supervision) on major 
National Campaigns (Own _ staff 
advised.) Please write, giving details 
of previous experience and salary re- 
quired, to 
Box 4650 Ad. Weekly 180 Fleet St BC4 


ENTHUSIASTIC, young production 
man, who has recently completed his 
National Service, is required as Group 
Production Assistant in a young 
rapidly expanding agency Ability to 
Progress work through creative de 
partments and a thorough knowledge 
of press production § essential The 
right man is one who wants to get 
ahead, and he is assured of a wel- 
come to a happy team Apply 
Box 4602 Ad. Weckly 180 Fleet St EC4 


Enterprising Advertisement 
SPACE SELLERS) 


required for new specialised 
publications with unusually 
strong selling points :— 
Experience of the fashion, beauty, 
electrical, motor, cycle, and enter- 
tainment trades an advantage, 
though not essential. 


Please telephone GERrard 8811 
for an appointment. 


Crack 
Visualiser 
Wanted 


If you're right up top with your talents 
we'd like to see you. Experience on 
National consumer accounts is essential 


Versatile 
Artist 
Wanted 


Still life and Figure in Colour and Black 
and White. You'll have a chance to 
work on a wider variety of work than 
you ever dreamed of. It’s usually at 
top speed and we hope you like 
working that way. 


Write or telephone Miss Fiona Holmes for an appointment. 


McCann-Erickson Advertising Ltd., 
Brettenham House, Lancaster Place, London, W.C.2. 


Temple Bar 6600 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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Ocroser 5, 1956 


CLASSIFIED ADVERTISEMENTS 


REPLICARDS LTD 


DESIGN DISPLAY 
EXHIBITION . PHOTOGRAPHY 
SILK SCREEN 


Design studio has vacancy for young man 
(N.S. completed) with general experi- 
ence of this work. Plenty of scope for 
person who wants to gain all-round 
knowledge display and exhibition and 
become one of a team in well laid out 
studio. 9.00—5.30. No Sats. 


Please write with brief details in first 
instance, to:— 


CHIEF DESIGNER 
REPLICARDS LTD. 


APPOINTMENTS VACANT 


ASSOCIATED TELEVISION LIMITED 


require an 


ASSISTANT TO SALES EXECUTIVE 


This position offers a maximum opportunity for a woman 25/30 
with first-class administrative ability. 


Experience in advertising 


TV GRAPHIC 
DESIGNER 


Another Graphic Designer is 
wanted by Associated-Rediffusion. 
Experience of the T.V. medium is 
not important, but the capacity to 
design good lettering and decora- 
tion is. High finish is not so 
necessary as speed. Pleasant 
working conditions in a friendly 
group. Write or phone Howard 


REPLICA HOUSE, 
BAVARIA ROAD, 
HOLLOWAY, N.19 


preferable. 


KEEN YOUNG MAN required to take 
charge of production in small London 
Agency. Ample scope and excellent 


Salary depending on qualifications. 
Stating age and experience to : 


John Wardrop, Associated TeleVision Ltd., 
Television House, Kingsway, W.C.2. 


Wadman, Associated-Re- 
diffusion, Television House, 
W.C.2. (Hol. 7888, ext. 226) 


Please write 


ADVERTISEMENT REPRESENTA- 
TIVE required by London Publishing 
House for enthusiasts’ monthly 


Prospects. State age, experience and 
salary requi 


— THERE MUST BE A GIRL somewhere 
Box 4588 Ad. Weekly 180 Fleet St EC4 


stuck over a typewriter who can write 
and who is just longing for the oppor- 
tunity of demonstrating how travel 
folders should be written. Drop a line, 
Stating age, experience (if any), and 
present salary, together with a 250- 
word specimen of what you can do, to 
Box 4608 Ad. Weekly 180 Fleet St EC4 


ARTIST 


First Class Man required for West 
End Studio. Ideal conditions and 
top salary offered. Write 

Box 4633 
Advertiser's Weekly 180 Fleet St EC4 


MARKETING SPECIALIST 


This is a new and senior position 
being created within the Domestic 
Appliance and Television Division of 
the English Electric Company. 


Applicants should be experienced in 
modern merchandising methods, in- 
cluding market research and its 
application. A knowledge of the retail 
electrical trade is not essential. 


magazine. Good opportunity for 
keen, young man 
Box 4612 Ad. Weekly 180 Fleet St EBC4 


LEADING MANCHESTER AGENCY 
requires versatile artist Must have 
agency experience Write fullest 
personal details, salary required. to 
Box 4667 Ad. Weekly 130 Fleet St EC4 


Please write to Dept. “ 
; GENERAL ARTIST required for West 
C.P.S., 336/7 Strand, W.C.2, End Advertising Agency At least 
quoting Ref. AW 597A five years’ experience essential 
‘Phone GRO. 6744, A.T.A. Advertis- 
ing Ltd., 141 New Bond Street, W.1. 


LAYOUT/ARTIST 


REQUIRED 


Capable of following a visual and 
acting en own initiative to finished 
presentation standard. Knowledge of 
typography essential. 5-day week. No 
Saturdays. Apply giving details, age, 
experience, salary required. 


Cc. P. WAKEFIELD LTD. 


Wakefield House, 
152/3 Fleet Street, E.C.4 
FLE 4588 


LADY REPRESENTATIVE 
required by 
HIGH CLASS WEEKLY MAGAZINE 
age 25-40 
Salary & Expenses 
Write giving full particulars of career 
to date to The Advertisement Manager, 
Box 4609. 
Advertiser's Weekly 180 Fleet St EC4 


SEVERAL YOUNG TRAINEE REPRE- 
SENTATIVES required for point-of- 
Sale display material Excellent 
opportunities in London, Midland 
and Northern areas Salary and 
commission Write for appointment, 
with details of experience, to Packag- 
ing & Display Ltd., 4-6 Chancery 
House, Chancery Lane, W.C.2 


Waddicors 


HAVE VACANCIES FOR 


Two 
Layout Men 


Two young men are required to act 
as assistants to an art director. They 
should have a sound knowledge 
of typography, and be capable of 
interpreting visuals to client’s pre- 
sentation standard. Interesting ac- 
counts, pension scheme, and canteen 
facilities. 


Write or ‘phone for appointment to 


FREDERICK A. HORN 
T. BOOTH WADDICOR & PARTNERS LTD 
38 PARK STREET LONDON wl 
GROSVENOR 7511 


GODBOLDS 


require additional fully experienced men 
in the following capacities. These are 
opportunities with real prospects 
for the right men. 


Production Man 


To handle all aspects of mechanical production on 
national and technical accounts. Detailed knowledge 
of blockmaking and typesetting requirements and 
full control of production schedules. 


Senior Artist 


Competent man with creative approach to visuali- 
sing and campaign presentation and capable of high 
standard finished work. Able to supervise the work 
of small studio. 


Applications in writing only, please, giving fullest 
information as to age, previous experience and salary to 


GODBOLDS LIMITED 
GENERAL BUILDINGS, ALDWYCH, W.C.2 


Phone your classifieds to WAT 3388 (Ex. 25) 
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Octoper 5, 1956 


APPOINTMENTS VACANT 


REPRESENTATIVE 
PROCESS ENGRAVING 


For a young man of 25 or there- 
abouts with a pleasing per- 
sonality and good background, 
an opportunity has arisen to 
represent a large Northern 
Process House with substantial 
London business. 

The qualifications required are : 
Sound knowledge of print and 
blocks ; the capacity and ambi- 
tion to work very hard in his 
own and the Company's inter- 
ests ; the ability to get on with 
managing directors and machine 
men alike; complete loyalty 
and integrity. Residence in 
N. London is desirable. 

The Company for its part offers 
the backing of superb products ; 
a good starting salary; car 
and expenses ; bonus on results; 
security and a good pension 
scheme. It does not wish to 
meet bluffers and high pressure 
‘ live wires.’ 

Interviews will be in London. 


Please write to 


Box 4665 
Advertiser's Weekly 180 Fleet St EC4 


RETOUCHING ARTIST 
immediately for Technical 
Write or ‘phone for 
Staff Officer, British 
Callender’s Cables 
Bloomsbury Street, 
MUSeum 1600. 


Publicity. 


Insulated 
Limited, 21 
London, W.C.1. 


required 


appointment to 


| LEADING RADIO 
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CLASSIFIED ADVERTISEMENTS 
APPOINTMENTS VACANT. 


education and experience 
Dexion Ltd., 65, Maygrove 


COPYWRITER 


A first-class opportunity has arisen for a young copywriter 
in the Sales Promotion Department of Dexion Limited. 
The work involves copywriting for literature, exhibitions 
and extensive direct mail activities. Applicants should be 
under 35 and prepared to work hard in return for a good 
salary, excellent sickness and pension benefits, and a 
really friendly atmosphere. Please send full details of age, 
to: 


Road, London, N.W.6. 


Personnel Dept. (C), 


and = Electrical 
Manufacturer, 40 miles from London, 
requires Senior Assistants in three 
sections of publicity (a) Dealer 
Liaison, (b) Production, and 
Exhibitions Age approximately 30. 
Write, giving full details of experience, 
age and salary required, Box D.480, 
_ Willings, 362 Grays Inn Road, W.C.1. 

SALES EXECUTIVE. A young man 
of considerable drive and’ initiative 
is required to promote the sales of 
popular music records produced by a 
major recording company with studios 
in London. Candidates with a first- 
class sales background should possess 
an extensive knowledge of modern, 
popular music and show ability to 
organise and lead an expanding — 
in a highly competitive field 
salary offered is related to age aad 
experience, with bonus and pension 
benefits. Replies in confidence 
should be addressed, quoting Refer- 
ence B/885, to 
Box 4622 Ad. Weekly 180 Fleet St BC4 


LETTERING AND GENERAL ARTIST 


(c) 


| 
| 


required Sears & Nalson Ltd., 
Registered Practitioners in Advertis- 
ing, 178 Charing Cross Road, W.C.2. 
TEMple Bar 6082. 


ADVERTISEMENT 
REPRESENTATIVE 


The vacancy has occurred in a London 
Periodical Publishing House for a young 
but experienced Advertisement Repre- 
sentative to represent a large circulation 
consumer magazine with a very high 
advertising potential. 

The successful applicant will be an 
important part of a strong selling team 
and his activities will cover a wide range 
of advertisers over a large area. There's 
an excellent starting salary. 


Candidates should send full details of 
age, education and experience to 
Advertisement Manager 
Box 4671 
Advertiser's Weekly 180 Fleet St €C4 


AN IDEAS MAN and highly experi- 
enced visualiser, who would at first 
undertake free lance work, is invited 
to join in with a small group of ideas 
and copy men handling only phar- 
maceutical advertising 
Box 4634 Ad. Weckly 180 Fleet St BC4 


SENIOR TYPOGRAPHER 
and 
JUNIOR TYPOGRAPHER 


required to join creative group, producing 
high-class industrial print. Must have at 
least four years’ agency experience, good 
design sense, with the ability to produce 
finished layouts Telephone : 8B. Mansfield 


T 0900—for interview. 


JUNIOR Advertising Assistant (Male) 
wanted for Advertisement Department 
of leading newspaper published in 
Rhodesia. Essential qualifications are 
good education background and 3-4 
years practical newspaper or agency 
experience. Fullest details to 
Box 4586 Ad. Weekly 180 Fleet St BC4 


BRISTOL STUDIO 


requires . 


ARTISTS 


Lettering, layout, design. 
Exceptional opportunities for 
competent young men. 


Write— 
INDUSTRIAL ART 
(BRISTOL) LIMITED 
174 WHITELADIES RD., 8 


finished print. 


of records. 


Kenneth Gill 
Director of Television 


TV 
executive 


We want a T.V. executive who will be 
responsible to our Director of Television. 
He will essentially be a first-class adminis- 
trator ; able to supervise the production of 
commercials from initial script treatment to 
He will 
recording sessions, supervise the engagement 
of artistes and the keeping of a complex set 
His background will mainly have 
been in films or television. 
agency experience as well, this will weigh 
considerably in his favour. 


Write in the first instance, giving brief details of 
career and salary expected, to :— 


THE $.T. GARLAND ADVERTISING SERVICE LTD. 
51/2 Mount Street, London, W.| 


be able to run 


If he has had 


| 


view in his work. 


Graham & Gillies 


want a 


TYPOGRAPHER 


This Agency regards Typography as an 
important element in successful advertising and 
we want a young typographer who justifies that 


We look for a man with initiative, enthusiasm 
and a fitness for responsibility. 


Write stating age, experience (in full) and 
salary expected to the Type Director, Graham & 
Gillies Ltd., 37 Golden Square, London, W.1. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ADVERTISING. Derry & Toms, 
Kensington, require Procuc on 
Assistant (age between 22-25) to work 
on Catalogue and Press Advertising 


Experience in store advertising 
essential. Ample scope and good 
Prospects for person oO. init auve and 
ambition, Apply Staff Controller, 


Fourth Floor. 


We want... 


1) a good 
visualiser/ 
layout man 


with a sound 
appreciation of 
typography for a wide 
variety of accounts, 
mainly fashion. 


2) a good 
lettering 
artist 


to work on accounts 
that demand a high 
standard. Some 
drawing ability would 
be an advantage. 


Samson 
Clarks 


Apply now, in writing 
please, giving details of 
experience, age and 
salary required to 


The Creative Director, 
Samson Clark & Co. 
Ltd., 

57-61 Mortimer Street, 
London, W.1. 


The strictest confidence 
will be observed. 


AGENCY, handling national and tech- 
nical accounts, requires male 
Produation Assistant with three to 
four years’ experience. Prospects for 
advancement in production § sphere 
Five-day week; pension and luncheon 
voucher schemes Write fully, The 
Secretary, Allardyce Palmer Lid. 
109 Kingsway, W.C.2 


élite 


wants to expand ? 


56 


CLASSIFIED ADVERTISEMENTS 


ARE YOU OLD ENOUGH 
to know your way around? 


ARE YOU YOUNG ENOUGH 
to be ambitious and energetic ? 


Could you talk to an engineer in his own language and 
influence his choice of an Advertising Agent? 
you (metaphorically speaking) knock at doors and get 
them opened ? In short, could you bring new business to 
a really good London Technical Advertising Agency that 


IF SO, WE’D LIKE TO MEET YOU 


to talk about a permanent and progressive job. Our staff 
know about this advertisement. 


Box 
Advertiser’s Weekly 180 Fleet St EC4 


Could 


Please write to 
4615 


OcroBer 5, 1956 


APPOINTMENTS VACANT 


ADVERTISING ASSISTANT wanted 
tor Publicity Department or 
machinery makers Knowledge 01 
engineering useful Ability to write 
copy tor mailing pieces, catalogues, 
check proofs, etc Young man 


National Service completed, preferred 


ADMINISTRATIVE 
(male) for Granada 
Lid. Company 
administrative 
experience 
sometimes to 


ASSISTANTS 
TV Network 
Directors. Previous 
and/or commercial 
essential Required 
work long and 
irregular hours in London and/or 
Manchester Good prospects, super- 
annuation scheme, five-day week. 
Salary according to qualifications. 
Write, giving age, present salary and 
fullest particulars of previous experi- 
ence, to Managing Director, 76 
Golden Square, London, W.1 


ADVERTISEMENT MANAGER 


required for specialist publication. Position 
offers splendid opportunity for young but 
experienced space salesman to carve a 
career for himself. Applications, which 
will be treated in confidence, to 


Box 4536 
Advertiser's Weekly 180 Fleet St EC4 


AN OPPORTUNITY is 
experienced, 
as Assistant 


open for an 
all-round Studio Artist, 
/ to Art Director of a 
leading greeting card publishers 
Must be a first-class lettering artist 
and have knowledge of the applica- 
tion of colour work and lay-outs to 
Lithographic and Letterpress pro- 
cesses. Salary in accordance with 
qualifications. Write, in the first 
instance, giving age and full details 
of experience, to 

Box 4639 Ad. Weckly 180 Fleet St EC4 


A DISPLAY / Merchandising Manager is 
required by the Eldorado Ice Cream 
Co., Ltd., London, S.E.1. Applicants 
must be experienced in the planning 
and preparation of display material, 
the control of display men, organising 
exhibitions and the advertising asso- 
ciated with special outside events. 
Trade Press advertising must be fully 


understood and an appreciation of 
print, copy-writing and media 
scheduling is desirable. The position 


is pensionable and will be adequately 
remunerated. Applications are par- 
ticularly invited from junior executives 
with several years experience and who 
now consider themselves capable of 
taking full control of an expanding 
department Applications will be 
treated in strict confidence and should 
be in writing addressed to The Staff 
Manager. 64-76 Stamtord Street, S.E.1 


ADVERTISEMENT MANAGER 


Wanted to develop leading monthly 
Trade journal in Hairdressing and 
Beauty Industry. 
Applicants must be experienced and 

over 
Box 4451 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST DESIGNER required, with the 
ability to produce Layouts and Draw- 
ings for Trade and Technical 
Publications Some experience of 
printing and process reproduction an 


advantage Write, giving details of 

FIRST-RATE ARTISTS WANTED. training, experience, age and salary 
Pleasant studios off Baker Street. required, to Production Manager, 
Please telephone for appointment Industrial Newspapers Ltd 1,19 
PAD 9321. John Camp Studios John Adam Street, Adelphi, London, 


specialize. 


Write fully to 


MEDIA PLANNING 
SPACE BUYING 


Leading West End Agency requires young man 


This is an excellent opportunity for someone, about 20-25 years, 
who has acquired a useful knowledge of the Press and Fleet 
Street, and is wise enough to realise now that he wants to 


The accounts he will work on are large, very active and varied, 
and the successful applicant will need his wits about him. To 
a willing and able worker here is a chance to become a first-class 
Media man in a first-class Agency. Pension Scheme, etc. 

Our staff are aware of this advertisement. 


Box 4616 
Advertiser’s Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 


Non-Contributory Pension and In- 
surance Scheme. Write F. J. Edwards 
Ltd.. 359 Euston Road, ‘London, 
N.W.1 

We require 


in our London studio an 


EXPERIENCED 
ARTIST 


who is also something of an 
engineer to design and construct 
showcards in cardboard for win- 
dow and counter display. It is a 
pleasant, friendly and spacious 
studio with excellent lighting. A 
good salary will be paid to a 
suitable applicant. We also have 
a pension scheme. Please apply 
in writing to 
The Managing Director, 
James Haworth & Bro., Ltd., 
Rossendale Works, 
Chase Side, Southgate, N.14 


STEPHENS 


WANT NOW: 


JUNIOR 
COPYWRITERS 


One (male) with some experi- 
ence, preferably, of technical 
advertising and two (male or 
female) with Agency experi- 
ence for general accounts. 


PRODUCTION 
ASSISTANTS 


Young men or women with 
experience of ordering blocks 
and print. 


Full details, in writing, please, of 
qualifications, experience, age 
and salary required to : 


The Creative Director: 
STEPHENS 
ADVERTISING SERVICE 
LIMITED, 

11-12, Clifford Street, 
New Bond Street, 
W.!. 


MEDIA DEPARTMENT. 


Progressive 
West End Agency requires eae lady 
as Assistant to Space Buyer Mus: 
be used to typing schedules and 
orders, and have knowledge of the 
technical press, as she will be re- 
quired to specialise in this field 

Box 4672 Ad. Weekly 180 Fleet St EC4 
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OcTower 5, 1956 


APPOINTMENTS VACANT 


ASSISTANT to Export Adverusing 


y 


Managr required by Internationa! 
organisation marketing toilet and 
pharmaceutical products throughout 
the world Age up to 35 
Experience of advertising in ail 
media in markets overseas required. 
Knowledge of languages an advantage 
The duties of the post are interesting, 
covering the complete marketing 
operations of a wide range of pro- 
ducts, and the remuneration will be 
mn accordance with the experience of 
he successful applicant Apply, 
giving tull details and present salary, 
to Personnel Manager, 

Box 4631 Ad. Weekly 180 Fleet St BC4 
OUNG LADY required for Voucher 


Checking, with experience in this 


work and typing ability Write or 
vwlephone tor appointment Per- 
sonnel Manager, Willing’s Press 
Service Ltd., 356 Grays inn Road, 
w.c.l TERminus 1212 


ART ASSISTANT for editorial and 


advertisement departments of new 
weekly; lay-out, ordering blocks, re- 
touching lettering knowledge of 
typography Apply by letter only to 
Editor, The New Scientist, Cromwell 
House, Fulwood Place, W.C.1, stating 
salary required 


& YOUNG PUBLICITY MAN is re- 


~ 


quired by an engineering company to 
co-ordinate the production of sales 
brochures and service manuals, to be 
responsible for the fistribution of 


publicity matter, and to co-operate 
with advertising agents in the prepara 

n of trade press advertising This 
s a rig ees posiion for a man 


with ideas (preferably with advertising 
agency experience) and ability to write 
plain English. Please send details of 
education, experience and Salary fe- 
au to Managing Director, Prince- 
Smith & Stells Ltd., Keighley, York 


OMPETENT LAYOUT MAN, whe 
would like scope for still further im- 
proving his typography is wanted 
by engineering concern for technica 
but varied work in small studio 
Write stating age. experience and 
salary 


to 
Box 4674 Ad. Weekly 180 Fleet St EC4 


WELL-KNOWN PRINTING FIRM re- 


quires Assistant for wide range of 
artwork and typography Please 
‘phone HOLborn 3371 

ADY ASSISTANT required for pro- 
duction department of trade publish 
ng house preferably with some 
knowledge ot productior rouune, 
blocks, schedules, etc Typing and 
some shor hand essential Five-day 
week 


Write : 
Box 4638 Ad Weekly 180 Pleet St EC4 


TELEVISION FILM COMPANY re- 


quire General Artist with experience 
of lettering and retouching Write. 
giving ictails of experience and 
salary required, to 

Box 4637 Ad. Weekly 180 Fleet St EC4 


INDEPENDENT TELEVISION  Pro- 


APPOINTMENTS WANTED 


gramme Contractor requires a 
Secretary /Shorthand Typist to help in 
setting up and organising an Audience 
Research Unit She must be 
enthusiastic about commercial tele- 
vision, and be prepared to take an 


active interest in the work. She will 
be expected to do a small amount of 
figure work Write, giving details of 
education experience and —_ salary 
required, to 

Box 4673 Ad. Weekly 180 Fleet St EC4 
ASHION ARTIST, to include Under- 
wear and Corsetry, required "Phone 
or write Mr. Corbluth, WELbeck 
7958. 5 Barrett Street, London, W.1 


NOT AGENCY TRAINED, but an 


artist of real ability interested in 
publicity Three years’ College— 
commercial design, lithography, 
illustration. Two years in small studio 
doing everything. Six years free- 
lance Seeks position with progres- 
sive possibilities as assistant to 
manager or similar. Age 35. 
Executive ability, pleasant personality. 
Excellent potential. A sound invest- 
ment 

Box 4610 Ad. Weekly 180 Fleet St EC4 
DITORIALS OR ADVERTISE- 
MENTS, Needing Northern space or 
editorial representation from January, 
1957? Then write 

Box 4614 Ad. Weekly 180 Fleet St EC4 


Phone 


ii? ADVERTISER’S WEEKLY 


CLASSIFIED ADVERTISEMENTS [iaiiaiisasaeiaaiss 
EXPERIENCED WOMAN free-lance 
APPOINTMENTS WANTED oo Ky Gh 


All rticle: non-syndicated Full 
, , “ HAND-PICKED ” SECRETARIES , Ay ~ illest ope : 
ist class woman copywriter requires available.—The Wigmore Agency, 67 Box 4670 Ad. Weekly 180 Fleet St BC4 
FREELANCE OR CONSUL- Wiemore St., W.1. HUNter 951 /2/3. : . 
. PERSONABLE EXPERIENCED FREE LANCE secks 
TANT’S WORK: M -, youngish business working arrangement with Agency or 
wi xperience of national accounts meer > requires change of job. Studio 
Spec t in women's accounts. egotating, P.R., sales promotion and Box 4397 Ad. Weekly 180 Fleet Si EC4 
Press advertising, T.V. scrigts, anything liaison Capable organiser. Experi- 
considered ence covers, films, fashion, engineer- . 
Son 4619 ing, catering and welfare. To the AGENCY that requires 
Advertiser's Weekly 160 Fleet Sc EC4 Box 4617 Ad. Weekly 180 Fleet St EC4 first class work in RETO CH- 
ACCOUNTS EXECUTIVE (2k) Public 
. , — ap school Six years’ agency sumestenna: ING, LINE, ote., 
ADVERTISING EXECL TIVE (26) seeks two years in Commerce, seeks position Please contact the SMALL STUDIO 
interesting change Agency trained with agency or firm, London with the BIG service. 
Box 4644 Ad. Weekly 180 Fiee: St EC4 Box 4675 Ad. Weekly 180 Fleet St BC4 
EXHIBITION MANAGER, experienced | SPACE SALESMAN. PRO. to famous Box 4636 
Exhibition Organisation, United space selling representative to com- Advertiser's Weekly 180 Fleet St €C4 
States, Canada, Scandinavia, England bine with present calls on wide 
(largest all ground floor, Earls Court) variety important industrialist execu- - ann ; 
seeks post in London tive, London area Sassnetiane _ TWO TOP-LINE ARTISTS. Visuals, 
Box 4645 Ad. Weekly 180 Fleet St EC4 good-class journal or Trade Press design, illustration and ees art 
. " . - Ico ork to highest agency standards on 
LADY DESIRE: ANGE, : wacom’ aad conty o- 
experience’ in Production, Medis and | < BOX 4676 Ad. Weekly 180 Fleet Si EC4 | modest free-lance basis, Tel: FEE 
von, > ; - ( or 
Figures Adaptable, keen worker | SE — ARY SHORTHAND TYPIST | Box 4646 Ad. Weekly 180 Fleet St BC4 
Box 4648 Ad. Weekly 180 Fleet St BC4 (19), advertising trained Available 5 . : 
| pow. 9 to 5. West End or Harrow | 1HUMsNAILS AND SPOTS. Smaii- 
“ BRAINS FOR SALE” figure artist, area time illustrations provided by ex- 
Nationa! Service completed, with a Box 4677 Ad. Weekly 180 Fleet St FC4 agency man Good figure work, wit 
good knowledge of anatomy, plus 


; iG . and whimsy, all media 
studio experience and Art School PRINTING, Packaging, Point-of-Sale, 


: - | Box 4647 Ad. Weekly 180 Fleet St BC4 
background secks a progressive ah "Nat at hi im reguler ws = - 
change Able to carry out line, wash, . SuCuS Cvertisers open to 
colour and tashion drawing Lettering come of i apg 0 aoe in these lines BUSINESS OPPORTUNITIES 
if required Any offers Working in hatson with tree tance 
Box 4668 Ad. Weekly 180 Fleet St EC4 = - lesig ~~ “ _ —— —_ ADVERTISING CONTRACTORS re- 
bie where require Are ondor 
INTELLIGENT SECRETARY /ASSIS- | and Home Counties : wa ee a ae ne taor 
ae ee x 4 seeks responsible, a ° 8 Ad. Weekly 180 Fleet St BC4 pany of “eae Specialists with 
Bon 4666 Ad. Weekly 180 Fleet % ECs | "ODUCTION MANAGER (32), who | Sret-class mod 
also a competent visualiser and | Box 4623 Ad. Weekly 180 Fleet St EC4 
| layout artist, with a keen sense of | 
PHOTOGRAPHER | | > :2#%). sis Satsee. Sits 
can contin: the bilities 00 
with a flair for creating pictures which suinionamn, Ne a =e MARKET RESEARCH 
tell—and sell, wishes to join publicity | Box 4679 Ad. Week! pet 
or fashion studio. At present ideas | . ? eekly 180 Fleet St EC4 | Field work, tabulation and reports of 
Man on National Daily featuring the all kinds undertaken. 
Woman's Angle *. ACCOMMODATION Consumer Research Led., 
Box 4643 54, Great Mariborough Street, 
Advertiser's Weekly 1 | 4 | ACCOMMODATION available for first- London, W.!. 
y 180 Fleet St €C | = ~e lance commercial artists GERRARD 0068 
with medium size West End Li 
EXPERIENCED PRODUCTION MAN . » = 


House. Attractive proposition ; . i 
~ . | WE WOULD BE GLAD to handle for 
s > 
Box 4991 Aé Werks 180 Fleet St EC4 any principal or agency, public and 
OFFICES, Holborn —_ Circus £175, press relations work, photographs, 


(candidate Final DAA) 1 assistant 
accountant executive pos 
Box 4628 Ad. Weekly 180 Fleet St EC4 onal dh h 
: - M . | rochures and house magazines, in the 
FIRST - CLASS Creative _ Lettering CHA, 7088 | Midlands Quality work and first- 
Artist/Designer (SIA), fully experi- 


| 

| 

| 

| 
enced, shortly returning to I om | class service guaranteed. Midland 

aii - ae Soe Public Relations, Omnibus Buildings, 

seeks stuation _ Preference publish- | MISCELLANEOUS ° Victoria Street, Derby. Tel.: Derby 
ing house, but anything considered a 

| 

| 

| 

| 

i 


including fixtures and fittings, £200 


)408 
Full-time or on free-lance basis . . “ 
DEBTS COLLECTED, London d 
629 ‘ aN Fleet LE \ ondon an 
Box 4 Ad. Weekly 180 Fleet St EC4 throughout Britain No commission 


TECHNICAL of Industrial Publicity — results Brilegal (established SPEEDY PRINT SERVICE 


Manager, with works and agency 80 Leeds Road, Bradford, 1. 


Spe t. ncy appointment for all Advertising and Sales literature. 
might suit xperienced all phases Top Quality Bilack-and-White and 
of name ond pa sales name FREE LANCE SERVICES Colour photo litho, 
von. est ui +} 8] or « 
Counties cae -_ , GOTHIC PRESS LIMITED 
Box 4630 Ad. Weekly 180 Fleet St EC4 sr; ena oy — , PRINTING. Buston 5845. 42 Osnaburgh Street 
7 ~ i ever tree ane aeas ma wa rel 
A NUMBER of fully experienced Pro- — help in preduciog Sest-clese .— 41 (Opposite Gr. P ind St. Station) 
duction men would consider a change Box 4635 Ad. Weekly 180 Fleet St EC4 
and offer their services for advanced | 


ee ee nr, Crviens tor adveneed | SECENGCAL AMDINUS sequin tter | Moe ne fo oe 


- the wonderful high gloss colour 
Executive or other agency positions. | work First-class illustrations in line. 


nt theation < ab 
Salary £800-£950 | tone or colour from blue prints. _ pg a i — 
Box 4640 Ad. Weekly 180 Fleet St BC4 | _ Box 4618 Ad. Weekly 180 Fleet St BC4 about it—or ask us for specimens 
ACCOUNTANT /Company Secretary re- FIRST-CLASS FIGURE ARTIST seeks Dispro Limited, 36-38 Peckham Road 


commissions 


London, S.E.5. RODney 7171 (six 
Box 4400 Ad. Weekly 180 Fleet St EC4 


lines) 


SPECIAL ANNOUNCEMENTS 


A useful pocket size booklet for authors and journalists 


————_— “FACTS & FIGURES 
COMMERCIAL TELEVISION ABOUT 
PRODUCER/DIRECTOR BRITISH RAILWAYS” 


also fully experienced in all types of 
film, 35mm and 16mm, Cinema Publicity 
and Documentary Agency experience 
is looking for progressive position as 
Television and Film Executive with 
first-class agency or production com- 
pany. 


quires post, exhibitions and display. 
Nine years’ experience, including sales. 
Box 4548 Ad. Weekly 180 Fleet St EC4 


PERSONAL ASSISTANT. Director 
would like to highly recommend to a 
Business Executive his Personal 
Assistant who has been exercising her 
many capabilities in a department 
which is now closed. 

Box 4603 Ad. Weekly 180 Fleet St EC4 


New edition now obtainable free from 


The Press Officer, Room 321, 
British Transport Commission, 
Sox 4689 222, Marylebone Road, N.W.1, 
Advertiser's Weekly 180 Fleet St €C4 (AMBassador 7711 : extension 47 or 150) 


your classifieds to WAT 3388 (Ex. 25) 
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Things 
have 
changed 


in 
Industrial Catering... 


.. and there, in the forefront of advance, 
advising, educating, influencing—and sel- 
ling every type of service or equipment 
needed for the improvement of staff 
conditions in Industry and Trade to the 
people whose job it is to be interested 
and to buy—is the influential monthly 
journal— 


PERSONNEL MANAGEMENT 
& INDUSTRIAL EQUIPMENT 


-read regularly by those whose job 
to improve staff conditions 
in Industry & Trade 


Write or ’phone 
for details 


109/119 Waterloo Rd., London, S.E.1. Tel.: WATerloo 3388 (20 lines) 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, London, W.C.2, for the proprietors, 
Printed by St. Clements ee Se Offices: 180 Fleet Street, London, E.C 4, England (Waterloo 
Advertisement, Editorial and Sales office: Mercury House, 109-119 Waterloo Road, 
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STOP PRESS 


Dixon party at 
new offices 


Arthur S. Dixon Ltd. had a house- 
warming for their new offices in 
7 Savile Row, London, on Tuesday 
evening. Leading advertisement 
directors and managers and outdoor 
advertising contractors were present. 
The Advertising Association was 
represented by Leslie Room, direc- 
tor-general; the Institute of Prac- 
titioners in Advertising by Lt.-Col. 
Alan Wilkinson, president; and the 
British and London Poster Advertis- 
ing Associations by H. H. Maliatratt, 
secretary. 

The guests were received by E. C. 
Simond, managing director of the 
agency, R. G. Price, R. W. Robin- 
son, and D. S. Davis, directors. The 
offices occupy two floors in Gossard 
House, home of their client, 
Gossard Ltd. 


Anthony Fubhrmann, freelance 
commercial artist and retoucher, has 
moved his studio to 45 Keston 
Road, Thornton Heath. His wife. 
Avril Bird, has left her position as 
press and publicity officer to Kestos 
Ltd., as she is expecting a baby. 


Biggest-ever 


The 202-page October issue of the 
“Hosiery Trade Journal” is the 
largest ever. Of the 130 pages of 
advertising, 88 are in colour—21 of 
these in full colour. 


Lintas Information Services have 
been appointed to handle the 
Glycerine Association's public rela- 
tions campaign. 


H. C. Osborne is _ leaving 
Stronachs Advertising (Pakistan), 
where he was a director, to return 
to England. In August 1948 he went 
to Stronachs’ Bombay office and 
after a month there proceeded to 
Pakistan to open L. A. Stronach & 
Co, (Pakistan), Ltd. 


After six years with the Oppen- 
heimer Casing Co. (UK), Ltd. as 
sales promotion manager, Leon F. 
Crook states that he is leaving to 
take up an appointment with Asso- 
ciated TeleVision Lid. 


Final of the “News Chronicle” 
Ambassador competition will be 
televised on the Granada Network 
from Manchester next Friday even- 
ing. 


Gerald W. Holland-Thompson, 
hitherto chief designer of exhibitions 
and displays with Rank Precision 
Industries Ltd. is joining Willing 
and Co., Ltd., to head the design 
team and their exhibition and dis- 
play organisations in their new 
works at Hertford Road, London. 


Business Publications Limited, 
8) 


S.E.1 (Waterloo 3388). 
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